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Rough Proofs 


tladys the beautiful receptionist 
says it’s funny the way the recep- 
tion room thins out during the 
world’s series. 


vse? 


“Courtesy Saves Lives September 
26-October 4” is the Chicago traffic 
safety copy. And the idea might 
work the other fifty-one weeks of 
the year, too. 


>, F ¥ 


Momentous News 
Events Influence 


Inquiries fo Ads 


Techniques Used 
Tests of Advertising 
Revealed 


New York, Sept. 30.—The degree 


|to which advertising effectiveness 


Blatz beer is described by the ad-| may be influenced by momentous | 


vertiser as “exquisite,” a descriptive 
which may drive some_ horny- 
handed, hairy - chested consumers 
to drinking Coca-Cola. 


7, = 


“Stock Exchange members urged 
to use more ads.’’—Headline in Ap- 
VERTISING AGE. 

Having eliminated financial blue 
sky, there’s no reason why they 
can’t profit from white space. 


= ¥ ¥ 


G. Lynn Sumner has written a 
book on how to make a speech, and 
there’s still a wonderful opportunity 
for some public benefactor to write 
a book on how not to make one. 


on ee 


Donald Nelson has a plan for 
simplification of manufactured 
products to save materials, but he 
can still find about 100,000 items in 
the catalog of a certain m.o. house. 


a, +. 


“What the consumers buy,” said 


Professor Jim Young, “is not bio- | 


logical necessities but psychological 
satisfactions.” 

At which all of the cosmetics ad- 
vertisers rose up and cheered. 


> a 


Professor Young used a lot of 75- | 


cent words to explain human crav- 
ings for more than physical satis- 
factions, but he might have quoted 
a fairly well-known if ancient state- 
ment on the same_ subject: 
does not live by bread alone. 


v v v 
Hormel is testing canned ham- | 
burgers neatly designated as 


Wimpys, but only an optimist would 
assume there’s a fighting chance to 
sell the Popeye fans off spinach. 
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A big increase in the advertising 
effort of one important division of 
General Foods Corporation can be 
noted by taking a Bird’s Eye view 
of their operations. 


- wv 


new campaign for American 
Locomotive, it is announced, will 
mark “the first use of consumer 
media.” Meaning that the gentle 
housewife is actually expected to 
shop for switch engines? 


~~ cee 


A high official of Liggett & Myers 


Man | 


|news events was strikingly demon- 
| strated this week in a report on 
techniques used in _ advertising 
tests, released by Mailings, Inc. 
| Two illustrations of this point in- 
|volve major German invasion 
| moves: the first, the attack on Po- 
land, Sept. 1, 1939; and the second, 
| the blitzkrieg on the Low Countries, 
| May 10, 1940. A monthly maga- 
| zine which appeared Aug. 5, 1939— 
| shortly before the war started— 
| produced 470 inquiries for a test 
advertisement; while the same ad 
in the issue of Sept. 5, 1939, pro- 
| duced only 322 inquiries, a drop of 
| 34 per cent. 
another magazine, out Aug. 1, 1939, 
produced 781 inquiries, compared 
with 646 for the issue of Sept. 1, 
1939, a decline of 17 per cent. 

The April 5, 1940, issue of a na- 


| 
| 
| 
| 


| 
| 
| 


Similarly, an ad in| 


|tional magazine was credited with | 


964 


inquiries, compared with 619 
for the same publication dated May 
5, 1940, a drop of 36 per cent. Com- 
parison of inquiries resulting from 
an ad which appeared Feb. 15, 1940, 
with the same magazine’s May 15, 
1940, issue, disclosed a decline of 
71 per cent in inquiries. A Sunday 
newspaper for April 21, 1940, pro- 


duced 112 inquiries, compared with | 


{59 for an issue of the same paper 
on May 12, 1940, representing a de- 
cline of 48 per cent. 


Effect of Lindbergh Kidnapping 


The same factor was illustrated 
|in connection with the Lindbergh 
kidnapping, on March 1, 1932. For 
weeks afterward newspapers cov- 
ered the case almost to the exclu- 
sion of other news. Here is what 
|happened to the same advertise- 
|/ment in the same position of the 
same newspaper: 

Issue of Feb. 7, 1932, 554 in- 
quiries; March 27, 280 inquiries, a 
decline of 51 per cent. The Feb. 13 
issue of a pictorial magazine pro- 
duced 125 inquiries; the March 26 
issue, 37 inquiries, a drop of 70 per 
cent. In four national magazines, a 
total inquiry loss of 30 per cent was 


| scratched 


noted for the month of March, as | 


compared with February, 1932. 
Among the test factors discussed 
in the report, which is devoted 
largely to direct mail campaigns, 
are copy appeals, reply forms, let- 
ters vs. folders, mechanically typed 
messages, color printing, kind and 
style of letterheads, stencil addres- 
sing or typing and lists. 
Color Increases Returns 
According to David F. Beard, 
sales manager of McGraw-Hill Pub- 
lishing Company’s direct mail di- 
(Continued on Page 33) 
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LAA CHIEFS 


Davis, Provident 


A. Sumner 
left, retiring president of the Life Adver- 
tisers' Association, and A. Scott Ander- 
son, Equitable Life of lowa, newly-elected 
president, at annual meeting in Boston. 


Mutual, 


LAA Speakers 
Urge Human 
Touch in Copy 


Qualities of a Good 
Copywiter Defined at 
Insurance Convention 


Boston, Oct. 2.—Methods of ef- 
fectively presenting the advantages 
of life insurance to persons of all 
wage levels were discussed here this 
week at the annual meeting of the 
Life Advertisers’ Association. Dele- 
gates included executives from the 
nation’s largest agencies, all of 
whom took part in the sessions de- 
voted to the purpose of more fully 
presenting life insurance benefits to 
the public. 

Trends in enclosures for premium 
notices and receipts were discussed 
by Jack R. Morris of the Business 
Men's Assurance Company of Kan- 
sas City, Mo. Mr. Morris reported 
that many new and sound adver- 
tising ideas were being used in the 
enclosures and predicted even more 
changes would be forthcoming. 

“Pioneers like Traveler’s famous 
Harrison Hodge,’ Mr. Morris told 
the delegates, “lifted the veil and 
the surface of friendly 
contacts with the public. Then, one 

(Continued on Page 38) 
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Brookings Finds 


Boom Is Not All 
‘Beer and Skittles 


Large Percentage of 
Population Losing Out 
as Prices Rise 


Washington, D. C., Oct. 2.—The 
business boom resulting from the 
national defense program hasn't 
meant a thing to a large percentage 
of the nation’s population. In fact, 


this segment of the people is sacri- | 
ficing rather than benefiting, accord- | 


ing to a report of a study just 


|released by the Brookings Institu- 


} 


tion, Washington, D. C. 

Entitled, “Effect of the Defense 
Program on Prices, Wages and 
Profits,” and prepared by Dr. Harold 
G. Moulton and Dr. Meyer Jacob- 
stein under a grant made by the 


'Falk Foundation of Pittsburgh, the 


| study 


| ganized 


reveals that defense indus- 
tries, railroads, agriculture and or- 
labor groups are reaping 
the profits of the defense boom 
while millions of “white collar” 
workers and public employes 
gaining little, if anything. 

It shows that the national income 
increased from 70 billions annually 
in the spring of 1940 to 85 billions 
at the present time, or 20 per cent. 
It is emphasized that the 15 
lion increase far exceeds the in- 
creased government expenditures 
for national defense. Transportation 


income was up 89.1 per cent in 
1940 as compared with 1939; de- 
fense industries were up 63.2 per 


cent over 1939; non-defense indus- 
tries 6.1 per cent and mining 13.6 
per cent, the report. discloses. 
Average weekly earnings of labor 
in 90 manufacturing industries rose 
26 per cent between July, 1940, and 
June, 1941, or from $25.25 to $31.84 
on an average. A big increase in 
employment also is noted. On the 
(Continued on Page 36) 


Last Minute News Flashes 


Serutan Signs Pearson and Allen for Five Years 


New York, Oct. 3.—Marking its 


first appearance in network radio, 


Serutan Company has signed Pearson and Allen, Washington columnists, 
| to a five-year contract, with broadcasts starting Oct. 5 over 24 NBC Blue 


stations, 6:30 p. m. EST and a rebroadcast for the Pacific Coast. 


Exten- 


sion of Serutan’s full-page newspaper campaign, tested recently in Bos- 
ton, Philadelphia, Chicago and San Francisco, is being planned for other 


major markets. 


Schedules in the four test areas ran for 14 weeks. 


mond Spector Company is in charge. 


Carson Leaves Getchell for McGraw-Hill 

New York, Oct. 3.—Frank E. Carson, formerly advertising manager of 
Canada Dry ginger ale, and more recently with J. Stirling Getchell, has 
joined the sales promotion department of McGraw-Hill Publishing Com- 


pany. 


Closure Industry Hit by FTC Complaint 


Washington, D. C., Oct. 4.—Crown Manufacturers Association of Amer- 
ica, its officers and directors and 14 corporations making closures for 
| bottles and cans were charged in a Federal Trade Commission complaint 
issued today with entering into a conspiracy to suppress competition in 


the industry. 


Manhattan Shirt Expands Fall Campaign 

New York, Oct. 3.—With an appropriation considerably larger than 
last year’s expenditure of $50,000 in magazines, Manhattan Shirt Com- 
pany will launch a campaign in December issues of Esquire, Life and The 


Saturday Evening Post. 


directs the account. 


Color pages and black and white insertions will 
continue throughout 1942. Lawrence C. Gumbinner Advertising Agony | 


| Washington, 


are | 


bil- | 


Ray- | 


New Census Measure 


Would Extend ‘Sampling’ 


Change from Complete 
Canvass to Poll Tech- 
nique Contemplated 


D. C., Oct. 2—A 
plan to substitute sampling surveys 
for house-to-house doorbell ringing 
will be instituted by the Census Bu- 
reau if an obscure bill already half- 
way through Congress becomes law, 
it was learned by ADVERTISING AGE 
today. 

The bill, S. 1627, passed the Sen- 
ate without opposition six weeks 
ago, and now awaits the attention 
of the House census committee. Its 
text contains no mention of sam- 
pling or even any hint that the 
century-old system of complete 
enumeration by field representa- 
tives is to be changed or augmented. 

Ostensibly, the bill calls for the 
substitution of a quinquennial Cen- 
sus of Industry and Business for the 
present biennial Census of Manufac- 
tures, and the collection of new 
periodic statistics for use by defense 
agencies. Such opposition as has 
been registered to the proposal so 
far, led by the National Industrial 
Advertisers Association, has cen- 
tered around the plan to discard 
the two-year study in favor of one 
made only at five-year intervals. 


Much Power Given 


Although sampling is not men- 
tioned in the bill, one section is so 
broad that almost any changes 
could be made. It reads: “That the 
number, form, and subdivision of 
the inquiries in the schedules used 
to collect the statistical data autho- 
rized by this section, the date or 
dates to which such data relate, and 
the areas, including the territories 
and insular possessions of the United 
States, and the classes of industries, 
enterprises, establishments, and in- 
dividuals to be covered shall be de- 
termined by the director of the cen- 
sus, with the approval of the Secre- 
tary of Commerce; and the director 
of the census, with the approval of 
the Secretary of Commerce, shall be 
authorized to issue such regulations 
as may be necessary for the collec- 
| tion of such statistics.” 

Proof that the Census Bureau 
plans to employ sampling on a 
wider scale was uncovered’ by 
ADVERTISING AGE this week in the 
form of an official document which 
had escaped public notice until now. 
The letter is dated June 6, 1941, 
and is signed by Secretary of Com- 
merce Jesse H. Jones and addressed 
to the president of the Senate. It 
accompanied the draft of the bill 
which later became S. 1627, and 
'which was passed by the Senate 
Aug. 11 without opposition or a 
lrecord vote. 
| The letter explains the bill by 
citing four “essential factors.” The 
first two of these are obvious from 
the bill, one calling for a quinquen- 
nial census and the other for the 
elimination of the biennial Census 
of Manufactures and the substitu- 
tion therefor of current or periodic 
data. 


Two Vital Paragraphs 


The third of these “factors” dis- 
closes the first surprise—that the 
1941 Census of Manufactures is not 
to be taken. The bill specifically 
calls for the quinquennial study to 
be started in 1943, and hence it was 
assumed that there would be no 
change until then. The letter states, 
however, that “The funds released 
by eliminating the 1941 Census of 
Manufactures can be made imme- 
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ADVERTISING AGE 


October 6, 194] 


diately available to finance this 
current statistical program without 
additional requests for appropria- 
tions at this time.” 

The fourth reveals for the first 
time that sampling is to be adopted 
if the bill is enacted. It reads: “It 
will make possible the application 
of scientifically proved sampling 
techniques by the Bureau of the 
Census in the many phases of its 
work, thus reducing the costs of the 
collection and compilation of relia- 
ble data and increasing its time- 
liness.”” As is customary, this letter 
was not printed in the Congressional 
Record but was merely mentioned 
there as having been referred to 
the committee on commerce along 
with the draft of the bill. 


Sampling Not Mentioned 


When the bill slid quietly through 
the Senate, the majority leader 
offered a brief explanation, stress- 
ing the immediate need for its en- 
actment in order to permit the 
Census Bureau to undertake special 
assignments for defense agencies. 
There was no mention of the fact 
that a change to sampling was in- 
tended, although the aforementioned 
letter was a part of the official rec- 
ord by that time. 

What will happen to S. 1627 
mains a matter of conjecture. 


re- 
Rep. 


Guy L. Moser of Pennsylvania is in 
key spot as 


the chairman of the 


census committee. 
the bill from the beginning 


He has opposed | such investigations will be available 
and | for 


release considerably more | 


stated to ADVERTISING AGE his in-| promptly, since an immense volume | 
tention of holding no hearings and jof tabulation will be eliminated. \s 


taking no committee 
and unless it is forced. 

Rep. Moser regards S. 1627 as a 
move by census officials to use the 
defense programm as an excuse for 
gaining additional powers and funds 
which would not be relinquished 
after the emergency. Should the 
bill be squeezed out of the pigeon- 
hole to which it is now confined, 
Rep. Moser will seek to impose clear 
limits on all new 
Should the bill be reported favor- 
ably without such limitations and 


action until | 


L. C. Fletcher Elected 


powers granted. | 
| position 


over his protest, he will vote against | 


it on the floor. 

Lack of definite indications of 
exactly how extensively the Bureau 
plans to use the sampling technique, 
plus an even greater lack of public 
discussion of the proposed changes 
in methods, has caused some con- 
cern here, although ranking officials 
in the Department of Commerce and 
in the Census Bureau are reported 
as convinced that the projected 
changes in the law will 
alterations in method and procedure 
which will definitely aid business. 

The principal advantages of the 
sampling technique, 
lieves, will be that more frequent 
investigations can be made of timely 
subjects, and that the results of 


|for the 


permit | 


the Bureau be- | 


President of Gage 


L. C. Fletcher has been elected | 
president and treasurer of the Gage | 
Publishing Com- 
pany, New York, 
succeeding the 
late J. F. Me- 
Clure. 

Mr. Fletcher 
assumes his new 

after 22 
with the 
company, 

past 10 
years of which 
he has been vice- 
president and 
secretary. Early 
in his publishing 
career, he was editor and business | 
manager of National Electrical Con- 
tractor, and for the past several 
years has been treasurer and direc- 
tor of Controlled Circulation Audit, 
Inc. The Gage Publishing Company 
is the publisher of Electric Manu- 
facturing. 


years 
Gage 


L. C. Fletcher 


Bakery Names Schautz 

Gunzenhauser Bakery, Lancaster, 
Pa., has appointed William A. 
Schautz, New York, as advertising 
agency. 


Curtailment of new car 


‘an be a decided blessing. 


The service department is again coming into its own. 


Manufacturers of 

Automotive Parts and 
Equipment and 

Their Agencies 


| December, 


Your Sales to the 


South and 


Southwest can 


Reach a New High 


This Fall! 


production for 1942 may be a blow to dealers, but 


With 30°, of the na- 


tion’s automobiles operating in the nineteen southern and southwestern states, 


southern dealers are realizing that if they 


“ant sell as many cars as usual, they can 


do the next best thing 


bring their shops 


up-to-date and go after parts and service 


business with all their might. 


And they're not alone. 


garageman and super service station man- 


ager 


the fight for his share of this wot 


repair business. 


ment and a larger stock of parts to com- 


pete with their dealer neighbors. 


is going to be right in the thick 


They ll need new equip- 


fe 
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What an opportunity to sell your line to a new, 
market that’s active all winter long! 


JOURNAL 


subscribers 


the Rio Grande! 


GRANT BUILDING, ATLANTA, GEORGIA 


BIGGER, 
SOUTHERN 
will carry your story to 19.091 regular net paid 
practically every automotive 
record. and a majority of the important car dealers, garagemen, fleet 
operators and super service station owners from Chesapeake Bay to 


southern 
{L-TOMOTIVE 
= ia 
jobber and distributor on 


TTON «© ELECTRICAL SOUTH ¢ SOUTHERN HARDWARE ¢ SOUTHERN POWER and INDUSTRY 


|in supreme 
| $96,700 plus 
| allegedly performed 


,continued, he 
| Erwin, Wasey to secure the Calvert 
|} account, for which he was to receive 


Hilmer Sorensen 
Sues Erwin, Wasey 
in Fee Dispute 


New York, Oct. 1.—Hilmer V. 
Swenson, formerly account execu- 
| tive with Erwin, Wasey & Co., this 
week filed suit against the agency 
court here, asking 
interest for services 
in connection 
with the Horlick Malted Milk and 
Calvert Distillers accounts. Mr. 
Swenson is now manager of the 
Chicago office of Calkins & Holden. 

According to the complaint, Mr. 
Swenson was engaged in June, 1939, 
to negotiate for the Horlick account, 
for which he was to receive 20 per 
cent of the agency’s $3,000 monthly 
fee, with payment to continue as 


| long as the account remained with 


Erwin, Wasey. The latter received 
$21,000 over a seven-month period, 
Mr. Swenson charged, and asked 
$4,200 as his share. 

In September, 1939, the complaint 
was retained by 


five per 
pany’s 


cent of the liquor 
expenditures through 
agency. During 1940, Mr. Swenson 
alleged, Calvert spent $1,500,000 
through E-W, with $75,000 due him 
under this agreement. 


com- 


Hired As Account Executive 


that in 
Wasey 


declared 

Erwin, 
agreed to hire him as_ account 
executive at $35,000 a year, with 
the arrangement to continue as long 


Mr. Swenson 
1939, 


as the agency retained the account. 
Although he continued his duties 
through all of 1940, the plaintiff 


charged, 
through 


he was paid only $17,500 
June 30. The remaining 


$17,500 is due him, Mr. Swenson 
said. 
Erwin, Wasey entered a general 


denial of Mr. Swenson’s allegations, 
although it admitted serving as the 
Calvert agency. During 1940 this 
client spent $1,265,850 through E-W, 
the agency said. No agreement 
existed calling for the payment of 
$75,000 to Mr. Swenson, the defen- 
dant continued. There was. an 
agreement, the answer said, whereby 
Mr. Swenson was to establish and 
direct a merchandising division for 
Erwin, Wasey, and to direct the 
Calvert account. For this he was 
to receive $35,000 a year, out of 
which he was to pay his staff’s sala- 
ries and expenses, Erwin, Wasey 
declared. At the end of six months, 
the agency went on, Calvert ex- 
pressed dissatisfaction with the 


setup, and plaintiff and defendant 
agreed to terminate the arrange- 
ment. 


National Sportsman 
Combines Magazines 


Effective with the January 1942 
issue, National Sportsman, Inc., 
Boston, will combine Hunting and 


Fishing and National Sportsman in 

one magazine entitled Hunting and 

Fishing. 
Editorial facilities will be in- 


creased and the new magazine will | 


this | 


VITAMIN FOOD 
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GO TO YOUR GROCER 
FOR WTAaEn FeSeS 


Pep copy being used by the Kellogg 
Company to emphasize anew the vitamin 
content of the product. Color insertions 
have appeared in The American Weeekly 
and This Week, besides black-and-white 
copy in the First Three Markets Group 
and a list of 75 newspapers throughout 
the country. The Pep with vitamins-for- 
glamor story is being told in year-round 
advertising in seven national magazines. 
Kenyon & Eckhardt is the agency. 


ANA, Four A's 
to Scan Attacks 
on Advertising 


New York, Oct. 1.—The seriou 
problems posed by continued at- 
tacks on advertising and the threats 
to national brands inherent in 
changing economic conditions will 
be explored at length at a joint 
meeting sponsored by the Associa- 
tion of National Advertisers and 
American Association of Advertis- 


ing Agencies, to be held at The 
Homestead, Hot Springs, Va., Nov. 


13 through 15. The dates supersede 
the time previously announced for 
the ANA’s annual fall meeting. 

Instead of holding its usual three- 
day session, the ANA has scheduled 
its meeting for Nov. 12, following 
which the joint conference will take 
place. In addition to ANA mem- 
bers, including general management 
executives and agency representa- 
tives, invitations will be issued to 
executives of advertising media, 
suppliers and leaders of other inter- 
ested groups. 

In outlining the purpose of the 
joint meeting, the two sponso! 
stressed the need for examinin 
“facts relating to the grave threat 
to national brands and the adver- 


7 ee 2) 


tising of them,” as well as data 
about the “economic cperation of 
advertising and its vital place in 


maintaining an expanded econom) 


General Mills 


include new features. Rates based | 
on a= guaranteed circulation of 
500,000 will remain at $1,650 per 
page. 


Ahrens Advanced 


R. J. Ahrens, formerly 
advertising manager of Hospital 
Management, has been named ad- 
vertising manager of the publica- 
tion. His headquarters will con- 
tinue in Chicago. 


Western 


Makes Williams V. P. 

Dr. E. C. Williams, Berkeley. 
Calif., a member of the researcn 
committee of the National Rese: 


Council and formerly vice-pr‘ 
dent and research director of the 
Shell Development Company i" 


California, has been elected 
president and director of 
of General Mills, Inc. 


rese 
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LL races of man—white, black, brown, yellow and 

red —have left their legends in pictures—but it 

, remained for Puck-The Comic Weekly to develop the 

: true art of picture-writing to its most human...most 
effective...most understandable form. 


Yes, back in 1896, Puck took a 5,000-year-old story- 
telling device—and made it live and breathe —with 
“balloons” and “panels.” 


As examples of the ancient art of Picture-Writing, Puck-The Comic 
Weekly has paraded in past advertisements—Grecian temples .. . 
Egyptian tombs . . . Indian tepees and Chinese screens. 


’ Today, in a single continuity, Jiggs and Maggie can have their ambitions 

built and crushed; Popeye can wage battle; Skippy can philosophize; 

Blondie can have a baby; the Little King can satisfy his frustrations— 

and Flash Gordon can plunge into the deadliest danger—with suspense 

invariably held-over till next week. 

» Because its characters move, speak, laugh, love and suffer—because its 
fascinating stories go on and on—week after week—year in, year out 
~Puck today is the most thoroughly read, most responsive publication 

in America. 


Se 
~~ 


On the temple walls of Burma, “where the dawn comes 
up like thunder,” are some of the world’s oldest and 


finest examples of “Picture-Writing Today—in " : ‘ a ‘ 
Puck-The Comic W eekly —this ancient art of “Picture- m ot Beet ue wd ee a 

; : . : sg | oe 
Writing” is revived humanized animated : pla 


The country’s top-bracket advertisers, shrewd and dollar-cautious, have 
learned from repeated experiences that FOR RESULTS —nothing (on the 
air, or in standard magazines) can compare with Puck-The Comic 


Weekly. 


In three distinct ways, Puck gets results. 1—In premium offers. And 
what advertiser doesn’t like to see a heap of mail-bags bulging with 
“box-tops”? 2—In retail stores, it moves merchandise —millions of dol- 
lars worth of merchandise. Ask any dealer. 3—In building good will 
for your product among 12,000,000 adults—and millions upon millions 
of boys and girls (from 3 to 18). 


Any executive interested in this dynamic new-old force called “Picture- 
Writing” may see Puck's brilliant new presentation by telephoning 
COlumbus 5-2642, New York, or FRAnklin 0033, Chicago. 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York « Hearst Building, Chicago 
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Kleenex Teaches a Lesson— 


— — ee 


When Sales 
Go Up... 


Price Comes 
Down! 


we 7s 7 1 7 tO oF hm lf le eS le me aw 
— — —— _ —_ _ . 


yen 17 years ago, in 1924, Kleenex started out as an unknown product 
and sold for 65¢ a package. Kleenex business increased substantially each 
year as advertising showed the millions how Kleenex could serve them. 
Today, instead of 65¢, the same quantity of a vastly improved Kleenex sells 


for only 12'2¢ a box. 


The Comic Weekly has shared substantially in Kleenex promotion during 
1940 and 1941—and both periods have shown continued remarkable growth 
in Kleenex sales. The all-family readership of Comics makes this medium 


ideal for carrying the message of a multi-purpose item like Kleenex. 
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Names Guin Olson 

Guin C. Olson, for the past 14 
years with Chicago Paper Company, 
Chicago, in charge of advertising 
and sales promotion, has’ been 
appointed president and_ general 
manager of Nackie Paper Company, 
Milwaukee. 


Pushes Maxwell House 

General Foods Corporation last 
week launched a new fall newspa- 
per campaign in Eastern markets 
for Maxwell House Coffee. Humor- 
ous copy features a “don’t forget” 
theme highlighting flavor, grind, 
quality, etc. Benton & Bowles is 
the agency. 


To cover this prosperous 
American Market, USE— 


EL MUNDO ¥ 


| Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep. Inc. 


420 Lexington Avenue, New York 


Bristol-Myers 
to Bring Out 
Toushay Lotion 


New York, Oct. 2.—The crowded 
hand lotion field will find a new- 
comer in its midst next week when 
Bristol-Myers Company launches 
first advertising for Toushay in a 
magazine campaign describing it as 
an “amazing lotion discovery.” 

Toushay will make its bow in a 
full page insertion in Life, followed 
by full pages in Cosmopolitan, Good 
Housekeeping and McCall’s, adding | 
up to a total of 26 pages to appear | 
through April. 

Against a glamorous background 
provided by a Jon Whitcomb illus- | 
tration, copy will suggest: “BEFORE | 
your daily soap-and-water tasks— 
BEFORE you wash dishes, or stock- 
ings, or undies—use TOUSHAY. | 
Apply it as a protection against the | 
harsh, drying, roughening effects of | 
soapy water. It’s a brand-new | 
idea in hand lotions!” Toushay will 
also be recommended as an “all- 
over body rub.” 

According to Robert B. Brown, 
advertising manager, Bristol-Myers 
is now working toward national 
distribution of Toushay which will 
be sold at a retail price of 50 cents. 
Young & Rubicam is the agency. 


NEW HAND LOTION 
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TOI \II \\ IS HERE THE AMAZING LOTION DISCOVERY! 
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Se ofectew pratecs bonds even i soapy wore! 


More Stringent 


Instalment Rules 
May Be Developed - 


Possibility of ‘Purpose 
Test" for Loans Is Ex- 


plored | 
| 

Washington, D. C., Oct. 1.—The | 
Federal Reserve Board does not re- 
gard its instalment credit regula- | 
tions as entirely satisfactory and | 


|plans several amendments in the | 
/near future, it was learned today. | 


First copy for Bristol-Myers’ new hand 


lotion, Toushay. 


Named to Faculty 


Gordon W. Kingsbury, for the 


past ten years educational director | 
of the Adcraft Club of Detroit, has | 


been appointed to the full-time fac- 
ulty of Wayne University. Mr. 
Kingsbury will direct the advertis- 
ing classes, continue the curricu- 
lum in sales management, and as- 
sist in developing employment and 
scholarship opportunities for Wayne 
students. 
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WINS SALES LEADERSHIP FOR 


Hence This Bouquet and New Contract from 
Sponsor—Old Crown Ale was introduced to 


the Indianapolis market area a 


year ago! With no other advertising but that 


used on WIBC, Old Crown Ale 


leading ale in Marion County and surround- 


ing counties. 
Of course, Old Crown Ale is an 


product (many dealers carry no other ale be- 
sides Old Crown). But as great as the quality 


of a product may be—people in 


Hoosierland have to learn about it before they 


ask for it. 


That's Where WIBC Comes In— Day 


out the Old Crown newscast blanketed the 


. 


7 ~ oe 


OFFICES AND STUDIOS: NINTH FLOOR, 


™~ 
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Crown Ale. 
little over a 


is today the 
outstanding 


WIBC. 


the heart of 


in and day 


- 


ps 


Old Grown Ale 


market with news—and a selling story of Old 


The new full time facilities of WI BC cover 
most of Indiana and edge well into surround- 
ing states. The success story of Old Crown isa 
success story of the pulling power of WIBC. 

If you have a product to sell Hoosierland— 
you can do it with one convenient package— 


INDIANA'S FRIENDLY STATION 
SERVES HOOSIERLAND 


5,000 Watts Day — 1,000 Watts Night — 1070 on the Dial 


Represented by Howard H. Wilson Co. 
New York « Chicago « Kansas City 


'as soon as the public begins to feel 


|have been rejected, and advertising 


When the rules were promulgated | 
it was stated that changes would | 
be made when the need arose, but 
the restrictions have not been al- 
tered since they took effect one 
month ago. 

At the same time a high official 
disclosed that there is no intention 
to control credit advertising. Sug- 
gestions to that end originating 
outside the Federal Reserve Board 


is not regarded as a material factor 
in the credit control picture. 
Changes due in the near future 
involve shortened payment periods 
on scarce items. It is believed that 


a shortage of products whose out- 
put is restricted by government 
edict, the payment period on instal- 
ment sales will be cut from the 
present maximum of 18 months to | 
16 or possibly 14 months. Included 
In this category are automobiles, 
refrigerators, washing machines 
and appliances. 
Won't Add New Lines 


There is no present intention of 


jadding jewelry and soft goods to | 


the list of items under regulation. 
The volume of credit business in 


HISTORICAL 


KEEPING FAITH WITH OUR TRADITIONS 


9 ES 
SINCE THE DAYS OF 
King Alfred 
A.D. 875 | 
Gebietes ness — | 


mighty @ deliverance bor England as that which 
began in the 700 years leter when 
Drake and the “Sea-Kings’ of the sixteenth 
century defeated the Great Armada 


Today, Britain and the Empire keep feth with 
traditions which go back more than 1,000 years. 
With @ tradition of service extending back more 
then tity yeen, Montreal Trust ¢ 
Continues to wmprowe and di 
end serve a Chhemn cand 


F 


MONTREAL TRUST 
COMPANY 


EXECUTORS AND TRUSTEES 


Royel Bank Bids, Vencowver, B.C. MA. 0567 
JS Shakespeare, Manager for British Columbia 


First of a series of five advertisements 
prepared for the Montreal Trust Co. 
Vancouver, B. C., by McConnell, East- 
man, Ltd., now appearing in Western 
Canada newspapers, in which historical 
perspective is given to the present crisis 
in world affairs as well as promoting the 
service idea for the company. 


ing to devise a “purpose test” to 
prevent this practice. This term im- 
plies a system by which persona! 
loan companies would be required 
to ascertain the purpose for which 
each loan is sought, and to meet the 
same condition as if the lender were 
selling the item in question. In 
other words, the borrower seeking 
$300 to buy a car would be required 
to have the $100 he would need if 
he financed the purchase through 


ithe car dealer. So far, no feasible 


these lines is relatively small, and | S¥Stem has been worked out. When 


officials feel there is no 
them to be regulated unless their 
instalment sales should’ increase 


need for |@ foolproof plan is devised, it will 


be adopted. 


Federal Reserve officials recog- 


sharply. |nize that strong advertising stress- 
Another expected change involves | ing easy credit terms has the effect 


furniture rules. Under current reg- 
ulations, the so-called 
practice is outlawed. This means 
that if a buyer makes a second pur- 
chase before completing payment 
on a first purchase, the 
amount cannot be spread over the 
original payments. The furniture 
trade considers this an unnecessary 
hardship, and Federal Reserve offi- 
cials are inclined to agree. 
A new restriction on 
loan companies also impends. At 
present, these firms are regulated 
only to the extent that loans under 
$1,000 must be repaid within 18 
months. Complaints have been reg- 
istered that personal loan compa- 
nies circumvent the spirit if not the 
letter of the regulations by making 
cash loans which are to be used to 
purchase goods under credit re- 
strictions. 


personal 


May Invoke “Purpose Test” 


As it is now, if a man wants to 
buy a $300 used car, he can go to 
a loan company and borrow that 
amount to make possible a cash 
purchase. In so doing, he avoids the 
$100 down payment that a dealer 
would require under the rules. 

Federal Reserve experts are try- 


added | creased 


of increasing the volume of out- 


“add-on” | Standing credit and thus defeat the 


purpose of the regulations. They 
also recognize, however, that even 
if heavy advertising results in in- 
volume, which ir turn 
|leads to the necessity of more strin- 
gent restrictions, there wou!d stil! 
be hot competition and plenty of 
advertising. 

| Instead of cutting volume of 
credit advertising, officials say it 
might be increased but copy empha- 
sis changed. Instead of stressing 
‘terms, Federal Reserve would like 
'to see educational copy which ex 
|plains the restrictions and the need 
'for them, and advises the consume: 
lthat his credit is still good. 


Church Joins WKRC 


Ken Church, formerly gener 
sales manager of KMOX, St. Lou 
has been named director of nation 
sales and promotion for WKRC, 
Cincinnati. 


Heneph Corp. Appoints 
Heneph Corporation, Kingsto’ 
N. Y., has appointed Lloyd, Chest 
& Dillingham, New York, as adve'- 
tising agency for its line of drugs 


ALL-OUT 


. requires copy of 


chrome of full, rich, 
Chromart gives you al 


copy. 


manence. 


PHOTOCHROME, 837 N. 


| in Kodachrome Reproduction 


Give your platemaker a Chromart Colorprint! 
Chromart is the only color print from Koda- 


duction flexibilities characteristic of fine flat- 


The Chromart Colorprint is on paper (not 
celluloid), has high color fidelity, great per- 


Overnight by Plane 


SUCCESS 


superlative excellence. 


carbro quality. And 
1 the well-known pro- 


FAIRFAX, HOLLYWOOD 
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In celebration of the opening of the 
Cherokee Strip 48 years ago, 40.000 
, Oklahomans, Kansans, Arkansans, New 


ss AA Me 
| —-| / Mexicans and lowans gathered at Ponca An $84,235,594 smokeless powder plant, occupying 
“ City, Oklahoma, September 16. 35,000 


more celebrated at Enid. 6,000 acres, employing 5,000 persons, located in the town 


of Choteau, Oklahoma, population 400, is Oklahoma’s latest 
front page defense news. Add this to $176,169,000 in army 
and navy contracts already reported for an up-to-date total 
of $260,404,594! 

But not all news of interest to advertisers claims page 


With prices up 31% and 83% re- one position. For instance page eighteen told of the gathering 


tively, 16% beet ttl nd . 
a0, dint hide Game Meee ae of 75,000 persons in two Oklahoma towns for colorful cele- 
Oklahoma City stockyards the first 8 . . ’ . . 
nai Gils cane an tae, Ghnceeih brations of the opening of Oklahoma’s Cherokee Strip in 


farm income is up 37%. 


1894. Section B carried the story of farm prices soaring to 
ten-year highs. The story of department store sales in Okla- 
homa City 19% ahead of last year for the four weeks ending 
September 13 found its way only into the sales manuals of 
enterprising merchandisers. 


But this news tells the story of the Oklahoma City 


To take care of ite express business, market ... alive, active, productive of sales ... best able to be 
26% from a r for the first 8 ° 
Sada, Sendhidia Matai euaien a. cultivated by the southwest’s largest and most modern news- 


lahoma Publishing Company-owned, has . 
ahteah 6 new ely club taste to ie papers, The Oklahoman and Times. 


modern fleet of 87. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY % 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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October 6, 194) 


Open Campaign 
to Move Crop of 
Michigan Apples 


Detroit, Oct. 2.—Michigan’s 8.090,- | 


000-bushel apple crop is on its way 
to market as fast as train and truck 
can take it there. Shipments, right 
now, are moving out at the rate of 
several hundred carloads per day. 
To insure a strong and steady de- 
mand for this huge crop, the Mich- 
igan State Apple Commission has 
released what members say is the 
most intensive advertising job ever 
attempted for apples. The program 


was prepared by the commission's | 
oe oe ’ 7 vate *| Type of newspaper copy being used by 


a ll i i i i i i il 


} New Haven Industry | 
| Vital for Defense ; 


New Haven, Conn. is one of the most 
varied industrial cities, vital for de- 
fense in America, sharing generously 
in the $600,000,000 primary defense 
orders of the state with its 888 plants 
in the New Haven market. These 
» figures do not include foreign gov- 
> ernment contracts or those of the 
> Navy. One large brass company in 
») the New Haven area manufactures 
» parts for 33,000 different articles. Be- 
> sides metal goods, railroad equipment, 
) 

7 

7 

7 


all rubber goods, etc. Send for mar- 
ket brochure “Register City” desecrib- 
ing this great test market. 
New Haven 
Connecticut. 


Address 
Register, New Haven, 


\flavor favorites. 
a continuance of this advertising | 
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ANNOUNCES ARRIVAL 


juice 
OS meiceioe) FLAVOR 
| eerie WEALTH 


| the Michigan State Apple Commission 


to promote state's apple crop. Brooke, 
Smith, French & Dorrance is the agency. 


advertising agency, Brooke, Smith, 
French & Dorrance, Inc. 


‘ P | 
Backbone of the promotion is a| 


newspaper campaign which started 
in September, announcing the ar- 
rival of the “Big Ten” of Michigan 
Schedules call for 


through the fall and winter months. 
Sixty-five newspapers, including 
every daily and many weeklies in 
61 cities and towns in Michigan, are 
on the list—as well as an extensive 


schedule in other states which make 
up the primary market for Michigan 
apples. 


Result of Surveys 


In selecting a theme, the commis- 
sion and agency recognized the fact 
that children are the most powerful 
factor in expanding the market for 
apples. Advertising is directed to 
children and parents, as a result of 
surveys which showed that people 
today were not being “exposed” to 
apples as they used to be and that 
promotion was needed to cultivate 
their taste. 

Copy stresses the importance of 
apples in the daily diet of children 
and grown-ups. 
medicinal and nourishment values. 
It urges housewives to use apples 
both raw and cooked, and suggests 
'ways of using them. This same 
theme is carried out in both medical 
journal and business paper adver- 
| tising, which are also part of the 
program. 

A large assortment of point-of- 
|sale material has also been provided 
for retail stores. This includes full- 
color posters for walls and windows, 
basket price tags and blow-ups of 
newspaper ads. 
tie-ups have been arranged through 
cooking schools and public schools— 
|and apple pie stickers are provided 
|for restaurant menus. 


among all monthly magazines 


in number of pages of 


CEREAL ADVERTISING 


Ranking of monthly magazines carrying 
9 or more pages of cereal advertising. 


Pages 


Parents’ Magazine ................29.53 


Good Housekeeping - 


Ladies’ Home Journal 


True Story - 
McCall's 


Physical Culture . 
American Home - 


Better Homes & Gardens 


Woman's Home Companion 


18.34 
16.00 
14.67 


.. 14.00 


10.67 
9.50 
9.50 
9.00 


Above figures are for Jan.-Aug. 1941; Source: P.1.B. 
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It points out their | 


Other promotion | 


|at once. 


|of an emblem and a slogan. 


Montgomery Ward 
Turns Ad Talents 
to Philanthropy 


Retail Chain Undertakes 
Job of Community Pro- 
motion 


(Picture on Page 39) 


Chicago, Oct. 1.—‘“From_ purse- 
Strings to heart-strings with no easy 
_ lessons,” is the way in which the 
|retail advertising department of 
|Montgomery Ward & Co., normally 
/engaged in the preparation of sell- 
|ing copy for 650 retail stores, de- 
scribes its current venture into the 
|field of philanthropic promotion— 
a venture in which the department 
has undertaken the preparation of 
all advertising and promotion mate- 
rial for the 1941 Community Fund 
campaign which gets under way 
Monday. 

H. E. MacDonald, vice-president 
in charge of retail sales at Mont- 
gomery Ward, donated his own 
| services and those of his department 
'to the work, and M. Seklemian, re- 
‘tail advertising manager, and a 


Unhampered and unhelped 
by any previous experience in the 
field of philanthropy, 
came up with a fresh approach 
in its field. 

The first job was the selection 
The 
problem was not only to get some- 
thing ‘“‘catchy” but, also, something 
which would keep people conscious 
of the Community Fund throughout 
the campaign. The selection of a 
|bright red feather as the sign of 
the good neighbor and the choice of 
“Helping Those Who Need You Is a 
Feather in Your Hat’ seemed to 
|meet every requirement. 


to launch an emotional campaign 
of seven full page ads depicting the 


|plight of the hungry, homeless and 
rs sickly 
| underprivileged youth and the help- 


little girls and boys, the 


|\less aged. The copy was written 


were executed by Reilly Bird, both 


the group | 


which is said to set a new pattern | 


by James Keithley and the layouts | 


HEART APPEAL 


4 : 
2 Could I have some more 
| 4 
: .. please? 
3 


Community Fund 
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[Type of copy prepared for Chicago's 
Community Fund drive. 


on Ward’s staff. And then Mr 
| Seklemian invited seven of the lead- 
ing photographic studios of Chicag 
‘to contribute the finished art work 
Valentino Sarra, Kar] Oeser, Gordo: 
|Coster, Harry Shigeta, John Pau 
'Pennebaker, William Estes and 
|Stephen Deutsch all donated. thei: 
|services in preparing the illustra- 
|tions. Newspaper space was also 
| given free. 

| In addition, the city will be made 


|group of his key men got to work | feather conscious. through a barrage 


|of displays prepared by Ward's dis- 
| play department under the direction 
|of Fred Quell. These include 24- 
|sheet posters for which the space 
was donated by General Outdoor 
Advertising Company, painted signs, 
car cards, bus cards, elevated plat- 
form posters and taxicab stickers 
|with the space donated by every 
medium. Also, a page in verse built 
around the “Wear Your Feather” 
theme and written by Robert May, 
Ward special feature writer, will 
appear in the daily papers as the 
windup of eight pages. 

Then, to complete the campaign, 
it was felt that the people of Chi- 
cago should be given a_ factual 
explanation of what happens to 
every dollar they give. This story 
is told in a colorful campaign book- 
let for which the copy was written 
by Richard Fecheimer, also of 
Ward’s staff. 


Zivi Leaves GoLan 

Walter Zivi has resigned as ad- 
vertising manager of GoLan Wines, 
Inc., Los Angeles, effective Oct. 15 
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Her heart is generous. 
But fire is in her eye. 
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This is a photograph of what happens to a critic . 
hooks caught in the camera’s eye are the review copies re- 
ceived in a single week by Sterling North, lecturer, author 
of 10 volumes himself and, as Literary Editor of The Chicago 
Daily News, one of the most quoted reviewers in America 


Steinheck! 


. . The ... “One million words a week! 


. . America is living in the midst of a great 
.. A critic would be a dull fellow in- 
deed who did not rise to today's assignment.” 


literary renaissance . 


¥ | 444? 4, 
Jengerius, 


EZ 


That's a typical stint for 
a book editor,” says Mr. North. “Sandburg! Hemingway! 


The Vital Community 
of Eager Minds 


What the World of Books Reveals to 


THE BUSINESS EXECUTIVE 


ly 1930 The Chicago Daily News carried 
69° LESS book advertising than the 
next ranking newspaper in Chicago—morn- 
ing, evening or Sunday. 

In 1940 The Chicago Daily News carried 
99% MORE book advertising than the next 
ranking newspaper in Chicago—morning, 
evening or Sunday. 

Remarkable reversal! 

“Yes,” the business executive will probably 
admit, “but what's that got to do with sell- 
ing what I've got to sell?” 

There is an answer. A sound and conclu- 
And the experience of book 
advertisers gives it. 


sive answer. 


THE SHIRT BUT 
NOT THE PANTS 


UBLISHING books is a_ valiant and 

extra-hazardous enterprise. Book publish- 
ers are traditionally accustomed to losing 
their shirt betting on new manuscripts. But 
they are exceedingly stubborn about losing 
their pants. 

Consequently, promotional pushes for any 
one single book are, as a rule, cautiously 
confined to small—yes, what many industries 
would consider infinitesimal—appropriations. 
For example, one of our big soap manu- 
facturers will spend more for advertising in 
a year than all the book publishers and book 
sellers of the nation put together. 


The book man's media list has none of 
the heroic, panoramic sweep of the auda- 
cious national advertiser. It is a very cozy 
affair, very hard to crash, and very easy to 
get off of—unless! 


How responsive is your audience? That's 
the question the book man never forgets in 
measuring an advertising medium. This 
question constitutes his first and his Jast 
measure. 


And to the book man’s measure The 
Chicago Daily News has fully measured up. 


THE COMMUNITY OF 
EAGER MINDS 


URING the depression decade Daily 
News readers continued to buy books 
—and in even greater numbers. 


Response! Alive, alert response from a 
community of eager minds, The Daily News 


community of over 1,250,000 readers! 


And in their turn book advertisers re- 
sponded, too; kept placing more and more 
and more advertising in The Chicago Daily 
News until in 1940 The Daily News book 
linage volume mounted to nearly four times 
that of 1930. 


Eager minds, searching minds, thinking 
minds, imaginative minds, expanding minds 
—those are the minds that reach out for 
hooks. 


And just as they are always responding to 
the good bestowed upon them by the print- 
ing press, so are they always responding to 
all the good things the good earth has to 
offer them. The readers of The Chicago 
Daily News are responding people. 


No advertiser, no matter what he has to 
bring to market of honest merit, can ever 
go wrong by cultivating people who are 
eager to cultivate themselves. 


For three generations The Chicago Daily 
News has been examined, selected, accepted 
and approved by the same character of fam- 
ilies representing a home-reading community 
without duplicate in the Chicago Metropoli- 
tan market area. These Daily News families 
possess the eagerness to buy, the means to 
buy and the need to buy to maintain their 
superior standard of living 


THE CHICAGO DAILY NEWS 


The Newspaper of First Importance 


In the Important Chicago Market 


with a Home Circulation of 46500 


DAILY NEWS PLAZA 
DETROIT OFFICE 


7-214 General Motors Building 


more than 1,250,100 Readers 


100 West Madison Street, CHICAGO © NEW YORK OFFICE: 9 Rockefeller Plaza 
@ SAN FRANCISCO OFFICE: Hobart Building 


Note: Percentages quoted refer to the linages of Retail Book Stores and General Book Publishers as reported by Media Records, Inc. 
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Henderson Bares 
Views on Control 
of Advertising 


Washington, D. C., Sept. 30.— 
Price Administrator Leon Hender- 
son has not considered controlling 
advertising rates but has served no- 
tice that he won’t be “scared off 
from it” by anybody who “can wave 
a banner and holler ‘freedom of the 
press’,”’ 

The subject of Mr. Henderson’s 
views on advertising and its relation 
to price control came up as he made 
his final appearance before hearings 
of the House banking and currency 
committee on the price control bill. 
Rep. Henry B. Steagall, committee 
chairman, brought up the matter 
when he explained that the com- 


WHAT IS CARRY-OVER 
ADVERTISING? 


Ans. Pg. 35 


mittee has received several letters | 
claiming that the bill grants the} 
right to “control the price of adver- | 
tising.” 

After testifying that he had not | 
considered controlling advertising | 
rates but that he would not be 
deterred by freedom of the press | 
claims, Mr. Henderson added that | 
while he has no secret reservation 
in mind to control advertising mei 
can conceive of “an abuse of adver- 
tising . . . whereby you would get 
inflation.” 

Asked if by “abuse of advertising” | 
he meant increased expenditures in- | 
curred to avoid excess profits taxes, | 
he replied, “and enhancing the 
price, yes.”” He added that he has | 
discussed the matter with a number | 
of advertising people and publishers 
and that “we see eye to eye on it.” 
He pointed out that the problem 
had come up in connection with 
NRA, and that “there is a very clear 
line.” 


Launches Pipe Drive 
Continental Briar Pipe Company, 
Brooklyn, will launch a new fall 
and winter campaign beginning Oct. 
1 in The Saturday Evening Post 
and rotogravure sections of 25 
Sunday newspapers throughout the 
country, featuring Royal Duke 
pipes. Maxon, New York, is the 


agency. 
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Citrus Board Sets Fee; 
Okays B-S-H Campaign 
Directors of the Florida Citrus 
Commission, meeting in Tampa, 
gave their approval to the advertis- 


|ing and sales promotion plans out- 


lined by the newly-picked agency, 
Blackett - Sample - Hummert, Chi- 
cago. Details were not released, 
but it is understood that the grape- 
fruit portion of the campaign will 
stress vitamin C content. 

The directors also set the “re- 
tain,” or charge made for advertis- 
ing, at eight cents a box for citrus 


fruit, two cents a box for fruit sold | 


in local or “house” sales and one 
cent a box for fruit sold to canners. 
A reduction of from 20 to 25 per 
cent in the current citrus fruit crop 
is expected. Also established was the 


|research committee’s fund, which 
is based on 5 per cent of the com- 
mission’s advertising and is ex- 


pected to total between $37,500 and 
$50,000. Earl W. Hartt was named 
temporary chairman of the research 
group. 


Names Rogers-Gano 

Rogers-Gano Advertising Agency, 
Houston, has been named to direct 
the advertising of Carnation Com- 
pany’s fresh milk and dairy prod- 
ucts which have recently been in- 
troduced in that city. Newspapers, 
radio and direct mail have been 
used. Edward L. Ullrich is account 
executive. 


GO STRAIGHT TO 
THE HEART OF THE 
BIG CITIES... 


Where Over Half of 
All Retail Sales Are Made! 


" See \ ‘\ 


Capturing the strongholds of national 
wealth is no part-time job for adver- 
tising. To make the most of big-city 
opportunities, 
that keeps driving your sales message 
straight to the heart of these markets 
day and night—every day and every 
night. Yes, you need the kind of 
‘round-the-clock, across-the-calen- 
dar, city-centered advertising that is 
yours only when you use National 


Transitads! 


@ National Transitads offer you large, 
illuminated, full-color ads that carry 
your sales message up and down the 
principal arteries of all principal cities 
to influence 30 million Americans a 
day. And they’re the right 30 million 
Americans for you, too. They're the 
ones prospering as never before. The 
ones who have the most of the ready 
money in the land and are ready and 
willing to spend it. There is no waste, 
no sales-barren “rural overflow” of 


you need advertising 


circulation when you use National 
Transitads. 


@ In fact, this thorough method of ad- 
vertising offers you all the best advan- 
tages of all media—at a cost less than 
any of them or any combination of 
them. Indeed, the average cost is ap- 
proximately 5c¢ per 1,000 circulation! 

@ National Transitads are flexible, too. 
You can get 11x42-inch space, 11x28- 
inch space or 11x 14-inch space in every 


car, every other car or every fourth 


car in any major market you choose. 
@ Investigate now! Look into National 
Transitads, the on/y medium that can 
give you complete and consistent cov- 
erage of the very markets you want to 
cultivate for profits. Let our staff of 
qualified advertising experts help solve 
your problems through intelligent use 
of this thorough and economical me- 
dium. Write, wire or phone your 
nearest National Transitads sales 
office today. 


Sales Offices in 32 Leading Cities from Coast to Coast 
Addresses in Standard Rate and Data Service 


tout TRANSITADS. 4 


NEW YORK: 10 East 40th St. 


CHICAGO: 400 N. Michigan Ave. 


Reynolds Puts 
Emphasis on 
Point-of-Sale 


Objectives Revealed in 
Tobacco Anti - Trust 
Trial 


Lexington, Ky., Oct. 1.—E. A. 


the R. J. Reynolds Tobacco Com- 
pany, testified yesterday at the to- 
bacco anti-trust trial in federal dis- 
trict court here that his company 
laid particular stress on point-of- 
sale advertising. 

This plan, he told the jury hear- 
ing the case, had been demonstrated 
by test as the most effective type 
of promotion of company products 


pany, which also advertises Camel 
cigarets in newspapers, over the 
radio and on outdoor posters. 

James A. Gray, president of the 


nolds company concentrated its 
counter and window display adver- 
tising in stores where “advantageous 
prices” were placed on Camel 
cigarets. He made the statement 
| after Edward H. Miller, chief gov- 
/ernment prosecutor, had called his 
attention to a letter sent to the 
home office of Reynolds at Winston- 
Salem, N. C., by J. L. Cline, com- 
|; pany sales representative in 
lanta, Ga. 


Arranged for Posters 
It read in part: “Following our 
| conversation last week over long- 
distance telephone on Oct. 10, Mr. 
Scott made advertising arrange- 


cigarets for 15 cents, agreeing to 
give each stand one carton 
Camels each month for posters on 
our products and advertising 
Camels 15 cents tax paid. Will 


| discontinue this advertising allow-| 


| ance as soon as possible after the 
|cigaret price is broken in the city 
|}of Atlanta.” 

| Mr. Miller, after he had read the 
| letter, asked the witness: “Would 
| you say, in the face of this letter 


that this advertising allowance re-| 


ferred to was not used to control 
price in the City of Atlanta?” 


“Our theory is this,” Mr. Gray 


said, “that if a retail dealer is inter- | 


ested and makes the decision on his 
own that he wants to sell Camels 
at an attractive price, that is to our 


advantage, or the advantage of 
Camels, to have advertising of 
Camels at that point-of-sale, be- 


cause when the price is one which 
| will interest the customers, that is 
the place at which to 
Camels.” 

The government has charged that 


the defendants in the anti-trust trial | 


created a monopoly and fixed prices, 
using advertising as part of their 
scheme to dominate 
industry. Defendants are Reynolds, 
American and Liggett and Myers 
tobacco companies, two subsidiaries 
of the American company and 20 
/executives of all three major com- 
panies. 

Salesmen Responsible 

Darr 


Mr. in his 


testimony on 
point-of-sale advertising, said that 
|every salesman of the Reynolds 


company was charged with the re- 
sponsibility of placing as much Rey- 
nolds advertising as possible in 
tobacco stores. This 
matter takes many forms. 


It in- 


Darr, sales manager and director of | 


yet developed by the Reynolds com- | 


company, earlier had testified that | 
the sales organization of the Rey-| 


At- | 


ments with two street stands selling | 


of | 


advertise | 


the tobacco} 


advertising | 


cludes large muslin signs to be used 
on outside of stores, barns and 
other places; tin signs or oOutdoo: 
tack or window posters; store-shel; 
strips; handing cards; cut-out 
cards; pictorials, and various types 
of display cards for counters. 
“The salesman can’t get all of 
those things in one store,” Mr. Dar) 
said in explaining the advertising 
duties of company salesmen, “but 
he is supposed to make an effort t 
leave a good showing of advertising 
|matter of our brands when he is 
through calling on the dealer.” 
| President Gray of the Reynolds 
/company explained that the adver- 
tising department of the concern “is 
more of a routine operation than 
ordinarily would be supposed, be- 
cause Our advertising copy is pre- 
pared by an advertising agency 
They send the proposed ads to us 
at Winston-Salem to be reviewed 
/and approved or corrected. They 
_ likewise recommend what medium 
| to use, whether to use for this cam- 
paign newspapers, radio, billboards, 
windows or some other type of ad- 
vertising. The advertising depart- 
|ment not only has oversight of the 
approval of the copy, the routine 
handling of it, but of keeping rec- 
ords as to where our advertising 
is being done and how satisfactorily 
service is being rendered.” 


Guffey Brands 
Chain Newspapers 
National Menace 


| Washington, D. C., Oct. 2.—Chain 
newspaper publishing “has become 
a menace to democratic institu- 
tions,’ Sen. Joseph F. Guffey 
charged in the Senate today. He 
declared that the time has come for 
legislation to curtail the “absentee, 
Wall Street promoter type (pub- 
lisher) who has acquired a string of 
powerful and important newspapers 
| throughout the country and who 
uses those newspapers not for the 
| public good but to achieve personal 
| power for himself.” 

. Chief target for the attack of the 
Pennsylvania Democrat was Roy W. 
Howard and the Scripps-Howard 
Newspapers organization which he 
heads. He described Mr. Howard 
as “the only man called by the 
President, the commander-in-chief 
of our forces, to service during this 
crisis who refused to serve.” The 
reference was to the publisher’s de- 
clination of a White House offer to 
| undertake a mission to improve re- 
lations with Latin America. 


| 


_G-E Launches Electric 
Blanket Promotion 


_ A feature of General Electric 
-Company’s promotion is the prom- 
‘ise that if no automatic blanket is 
available at a consumer’s local 
dealer’s, the consumer may tele- 
graph the Bridgeport, Conn., plant 
of the company at G-E’s expense 
and order one. 

Magazines now slated for inser- 
tions are Esquire, Life and The Sat- 
|urday Evening Post. Much of the 
copy will be built around the gift 
theme, and many insertions will b: 
in four colors. Typical copy appea! 
is: a warm bed to crawl into, doe 
away with cover weight, no cold 
spots in bed, and freedom of move 
ment. 


NBC Names Hutton 


Robert L. Hutton, Jr., has bee 
appointed promotion manager f' 
Stations WEAF and WJZ, Ne 
York. He was formerly sales pr‘ 
motion and publicity director 
Station WCCO, Minneapolis-S' 
Paul, and previously on the Easte 
sales staff of Advertising & Selli 
New York. 


" FREE 


4 


560 KC ° 
5000 watts day, CP 5000 watts night 


COLUMBIA, S. C. 


WIS 


NBC RED 


& PETERS, INC! 


Exclusive National Representative? 
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“HOW TO STEP UP YOUR ADVERTISING 
MATERIAL AND SAVE MONEY” 


cae en te OT OOO iat 
pert 
—— 


Stecher-Traung’s Unequalled 
Facilities Save You 
Time, Effort and Money! 


Stecher-Traung Lithograph Corporation, for over 75 years 
a great American Institution, now gives you the finest 
lithography on all types of advertising material in FULL 
Color for as little as you usually pay for only 2 colors . 
all made possible because of our unexcelled facilities, effi- 
ciently planned production, quantity buying and volume. 


Our plants in Rochester, N. Y. and San Francisco, Calif. 
are two of the largest, finest and most modern lithograph 
plants in the world. Each is completely equipped to handle 
every operation from start to finish ander one roof. 


The most skilled artists and expert color photographers 
are at your service. We coat our own paper, grind our own 
inks (nearly a million pounds a year), do our own varnishing 
and other finishing operations. Our battery of giant 4-Color 
Offset Presses is the largest in the country. Stecher-Traung 
serves the honor-roll of American business with an annual 
volume of lithography running into millions of dollars. 


Only Stecher-Traung Offers 
FULL Color “Gang Run’ Service 


Your work can be done on the same money-saving basis, 
THIS VALUABLE whether you require large quantities or only small quantities 

(25,000 minimum) because of our unique FULL Color "'Gang 
36-PAGE BOOK ie f ig Run” Service. Many small jobs of the same type are com- 


bined on one large sheet to give you the economy of large 
quantity production. This means you can 


This 36-page book gives you a wealth ’ = 
; . ? : ; e Step up your advertising material, make it more colorful 
of information on ‘How to Step Up si 
; 


o and effective, without adding to its cost. 
Your Advertising Material and Save 


a e Order frequent small quantities, rather than large quan- 
Money.” It explains the use of Full 


tities, to keep your material fresh and up-to-date. 


Color, contains Color Charts, shows ; e Save by keeping inventory down and cutting out waste. 
the many kinds of Color Illustrations, ; @ Make test runs in small quantities and revise for reruns. d 
gives pointers on how to lay out Con- @ Save money on small reruns. 4 
sumer Folders and tells more about f ® Get good service because of our frequent “Gang Runs.” 


our service. A time and money-saver ; Stecher-Traung’s many advantages result in a saving in 
for you and your organization! And time and effort for you, the most confidential treatment of 
; ; your work and FULL Color material at 2-color cost. We 
have offices in leading cities and fifty representatives ready 
to serve you. Ask to see samples of our work and get our 
quotations on your jobs. Phone or write today 


STECHER-TRAUNG j 


LITHOGRAPH CORPORATION 


it's yours FREE. 


Write 0 Malt Corysorr How / 


pag, le ST I Tyat ae 


STECHER-TRAUNG LITHOGRAPH CORPORATION, Department 1504 
274 North Goodman St., Rochester, N. Y. 
600 Battery S!., San Francisco, Calif. 


ROCHESTER, N. Y. SAN FRANCISCO, CALIF. 
Please send a copy of your new 36-page, Illustrated, Full Color Book on “How BALTIMORE COLUMBUS HOUSTON OAKLAND 
ir to Step Up Your Advertising Material and Save Money"’—free of charge and BOSTON DETROIT LOS ANGELES PORTLAND, ORE. 
without obligation. CHICAGO HARLINGEN MACON SACRAMENTO 
CLEVELAND HARTFORD NEW YORK ST. LOUIS 
Name Tide SEATTLE 
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October 6, 1941 


ADVERTISING AGE 


DelM onte Broch ure 
Aims at Selling 
Dealers on Quality 


San Francisco, Oct. 1.—California 
Pa-king Corporation, distributor of 
De! Monte brands, has just released 
a s ngle shot broadside calculated to 
hammer home to grocers that now 
is ‘ne time to try to corral the qual- 
ity market. The broadside heralds 
the coming national advertising 
program of the company, describes 
how the company will conduct six 
specific campaigns on Del Monte 
products, and urges the grocers to 
“be sure you have plenty of goods.” 

first copy broke today in The 
Saturday Evening Post and will be 
followed this week by the same 
insertion in Collier’s, Life and met- 
ropolitan newspapers. This ad sets 
the theme of the campaign, pro- 
claiming “This year—why not enjoy 
the kind of foods you have always 
wanted?” The initial brand selling 
starts with a double truck in Life 
and the Post, Oct. 15 and 29. A full 
page, one-shot ad, all type and in- 
stitutional in tone, was placed in 
the New York Daily News this 
week, praising the services of groc- 
ers handling the Del Monte line. 


The broadside explains that, in| 


succession, Del Monte advertising 
will feature pineapple, fruit cock- 
tail, corn, peas, pineapple juice and 
dried fruit and raisins. The brochure 
plays up in four colors the adver- 
tisements that are to be run, tied 
in with dealer-selling copy like 
“regular merchandising highspots 

. watch for special posting .. . 
display materials . . . store headers 

. cuts and mats... .” 

In addition to the magazines listed 
above, Del Monte copy is slated to 
appear in American Home, The 
American Weekly, Better Homes 
and Gardens, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s, This Week, True Story and 
Woman’s Home Companion. Outdoor 
advertising will also be used to bul- 
wark the magazine and newspaper 
drive. McCann-Erickson is the 
agency. 


Gorton-Pew 
Plans Appeals 
to Appetites 


New York, Oct. 1.—Using news- 
paper copy every week in key 
distribution cities, magazine 
every month and radio every week, 
the Gorton-Pew Fisheries Com- 
pany, Gloucester, Mass., is renew- 
ing its annual advertising campaign 
for its ready-to-fry codfish cakes 
and codfish in cartons—a campaign 
which is scheduled to last through 
to April. Trade papers and out- 
door posters also are included in 
the program. 

Consumer appeals include em- 
phasis that the foods are delicious, 
easy to use and can be served in a 
number of ways. Similar appeals 
are being used in trade papers to 
keep grocers sales-minded. All 
consumer advertising contains the 
offer of a 40-page, color-illustrated 
Gorton-Pew recipe book entitled 
“134 Delicious Fish Dishes.” 

The advertising is being handled 
by H. B. LeQuatte, Inc., New York. 


Kallis Leaves Buchanan 


Moe Kallis, who joined Buchanan 
& Co., New York, in 1939 to work 
Sn the Paramount account, has 
resicned. He had worked with the 
rn company and its agencies since 


ve 


Starts $16,000 Drive 


George W. Schryver, Massa- 
oan ‘tts state commissioner of 
Du 


1c works, has been named gen- 
ftal chairman of a Berkshire Hills 
Con‘erence campaign which has 
deg 1 to raise $16,000 for public- 
'Y in 1942. 


Wolf Joins Burnett 

Carl E. Wolf, formerly in the re- 
“arch department of Blackett- 
‘ample-Hummert, Chicago, has 
wine i Leo Burnett Company, Chi- 
“@g0. as an assistant in the re- 
‘earch department. 


“Moth-proof” Verboten 
for Sanford Mills 


Sanford Mills, Sanford, Me., and 
its subsidiary and exclusive sales 
agency, L. C. Chase & Co., New 
York, have been ordered by the 


Federal Trade Commission to stop) 


advertising as “moth-proof” uphol- 
stery fabrics which are not perma- 
nently moth-proof. FTC ruled that 
the claim made for Velmo fabric 
that it is rendered “permanently 
moth-resistant” is exaggerated and 
deceptive. 

The FTC edict conceded that 
Sanford subjected Velmo “to proc- 
esses which the respondent believed 
to be effective in preventing moth 
damage and has guaranteed to 
make good any claim of anyone 
who found cause for legitimate 
complaint because of moth dam- 
age,”’ but held that these processes 
have not rendered the product 
immune from all moth damage. 


Radio Producer Appoints 


New York, radio producer, 


copy | 


York. 


Kermit - Raymond Corporation, 
has | velopment 0.1. 
appointed Blaine-Thompson Com- | 


pany, New York, as advertising 
agency. 
Joins NBPA 

American Druggist, New York, 


Flour Millers’ 
Advertising Is 
3.4% of Sales 


Washington, D. C., Oct. 1— 
Nine leading flour milling corpora- 
tions which account for nearly half 
|}of annual volume in that field spent 
3.4 per cent of sales for advertis- 
ing during the fiscal year 1940, the 
Federal Trade Commission has re- 
ported in the course of its project 
to collect and analyze financial sta- 
tistics of major companies in prin- 
cipal industries. 

Operating ratios of the 
milling concerns showed items 
listed as “expenses” accounted for 
|14.9 per cent of total sales. Sell- 
ing expenses represented 7.2 per 
|cent, advertising 3.4, administrative 
jand office expenses 3, taxes 0.7, 
social security and pension pay- 
;}ments 0.5, and research and de- 


nine 


The cost of goods sold 
sented 82 per cent of sales. Raw 
materials accounted for 69 per 
j cont, production wages and salaries 
4.1, other costs not listed under 
| \emeennee” 3.5, depreciation and 


repre- 


| 


has become a member of National | Obsolescence of production facili- 
Business Papers Association, New 


ties 1, and finished goods bought 
for resale 4.4. The gross margin 


was 18 cents per sales dollar. The 
net profit was 3.5 cents per dollar, 


after addition of other operating 


revenue of 0.6 per cent and deduc- 
tion of 0.2 per cent for uncollectible 
accounts. 

A similar FTC report for five silk 
manufacturing corporations showed 
they averaged 0.2 per cent of sales 
for advertising in 1939. These con- 
cerns had a gross margin of 16 pe: 
cent, and a net profit of 3.3 per 
cent. 


Issues Cookery Booklet 


National Electrical Manufacturers 
Association, New York, has issued 
a 16-page booklet called “Manual 
of Electric Cookery” which is now 
made available to home economists 
in commercial and educational 
fields. Eleanor Howe, of Harvey 
and Howe, Chicago, prepared the 
booklet for 12 electric range manu- 
facturers of the NEMA. 


Joins Pan American 


| Millicent Anderson, formerly 
| Chicago publicity representative for 
| TVA, has joined the public rela- 
| tions staff of Pan American Air- 
| ways, New York. 


Picks Koretz Ideas 
| Herman Roessler, Inc., Newark, 
-has named Koretz Ideas, Newark, 
to direct its advertising. 


Hygrade Boosts Ellison 


Paul S. Ellison has been ap- 
pointed advertising and sales pro- 
motion director of Hygrade Syl- 
vania Corporation, New York. He 
was formerly advertising and re- 
newal sales manager of the radio 
tube division. 


House Organ Men Elect 

The board of governors for House 
Magazine Institute, New York, have 
elected the following officers: E. C. 
Badeau, International Nickel Com- 
pany’s “Inco,” chairman; R. B. Wil- 
liams, American Telephone Com- 
pany’s “Long Lines,” vice-chairman; 
Marjorie Harrison, Chase National 
Bank’s “The Chase,” treasurer, and 
Barbara Beach, secretary. 


BOOKLETS 


LOOK 
— 
mim” 
| SIRT oo oe 
Laurel itocbue” 


COMPLETE COPY & ART DEPARTMENTS 


LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


| 


sales message, they 


mood, 


can they spot your 


advertising? 


has proved its value 


Just after people read the Timken 


which tells them how 
dealer. It's easy and direct—stimu- 


lates action while they’re in a buying 
Do prospects know how to find your 
dealers? When they look in the Classi- 


fied section of Telephone Directories, 


local outlets? If so, do you use a ref- 


erence to the Classified in all your 
This dealer identification service 


crease sales. It also tells people who 
have bought a product where to have 


a te 


see a reference 


to find a Timken 


phone business office. 


ae 


HONE DIRECTORY ___ 


————" 


n advertisi 
— that bids for 


helps gain their good will. For 


details just call the local tele- 


CLASSIFIED _TELEP 


* 


ng tle-up- 


‘ 


4 
me 


ction. 


it serviced—and that kind of business is 
becoming more and more important. 


Dealers appreciate this backing, and it 


trade mark and 


in helping to in- 


oil Burners.—(Cont’d) 


rumen SILENT AUTOMATIC OWL HEATING 


of off 
onai- 
ng furnaces, 


tion! » 
oll-burnh ing volte 1 : 
water em on oll avea electricity. Inspec 
trons and estimates ree. 
“WHERE TO age 
Gener so4AtianticA - : is er 
coe, 3 308-6th OcnCy 


A typical example of how the Classified 


makes it easy to find dealers. 
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To Boost L. A. Aviation Women’s Group to Mrs. Henry Hartough, president Seeds Shifts Wallace; Ki 


ABC to Act 
on Visualization 
Plan Oct. 16-17 


Chicago, Oct. 2.—Newspaper, ad- 
vertiser and advertising agency 
divisions of the Audit Bureau of 
Circulations will have the proposed 
plan for visualization of newspaper 
circulation as 
their major sub- 
ject of discussion 
at the twenty- 
eighth annual 
meeting of the 
ABC at the 
Stevens hotel 
here Oct. 16-17. 
In view of the 
fact that the plan, 
developed during 
the past year by 
the newspaper 
publishers’ visu- 
alization commit- 
tee, has been approved by the ABC 
directors’ committee on visualiza- 
tion and unanimously endorsed by 
the directors, some definite action is 
expected to come out of the ABC 
discussions. 

Edwin S. Friendly, business man- 
ager, New York Sun, is chairman of 
the newspaper publishers’ visualiza- 
tion committee. Ben Duffy, vice- 
president in charge of marketing for 
Batten, Barton, Durstine & Osborn, 
is chairman of the directors’ com- 
mittee on visualization of newspaper 
circulation 

Among the speakers at the open- 
ing session will be: Guy C. Smith, 
chairman of the board, American 
Association of Advertising Agencies 
and executive. vice-president, 
Brooke, Smith, French & Dorrance, 
Detroit; H. W. Roden, chairman of 
the board, Association of National 
Advertisers, and president of Har- 
old H. Clapp, Inc., Jersey City, N. J., 
and Kirk Fox, editor, Successful 
Farming, Des Moines. P. L. Thom- 
son, president of the ABC and pub- 
licity director of the Western 
Electric Company, will open’ the 
convention with his annual report. 

James O. Peck, assistant to the 
president and director of research, 
McGraw-Hill Publishing Company, 
will address the ABC business paper 
publishers Oct. 16. Dr. Paul Austin 
Wolfe, pastor of the Brick Presby- 
terian church, New York, will be 
the speaker at the annual luncheon 
Oct. 16. Members of the Chicago 
Federated Advertising Club have 
been invited to the luncheon. 

Group meetings will be held the 
afternoon of Oct. 16. Directors will 
be elected and resolutions adopted 
Oct. 17. 


H. W. Roden 


Names Hall Western A. M. 


Charles M. Hall, formerly on the 
Western sales staff of The New 
Yorker, has been appointed Western 
advertising manager of Design for 


Living, with headquarters in Chi-| 


cago. 


You Can Save 
A Pretty Penny 


Ot 
Printed Advertising 


Save on paper: Newscolor 
papers are low-cost, and plen- 
tiful. Save on impressions: 
Newscolor prints 4 colors on 
both sides at the same time. 
Save on bindery work: News- 
color folds and paste-binds as 
high-speed printing is produc- 
ed. Save time: Newscolor is 
a high-speed service all the 
way through. Shall we send 
you some samples? 


SHOPPING NEWS 


“Mewscotor “Division CLEVELAND 


T. Park Hay, account executive 
with Campbell-Ewald Company, 
New York, has taken part-time 
leave to do public relations work 
for the American Republics Avia- 
tion division of the Federal Loan 
Agency, Washington, D. C. The 
division was set up to help develop 
an aviation program for Latin 
American countries. Mr. Hay will 
assist in arranging scholarships to 
be offered by the U. S. government, 
for training young Latin Americans 
as aviation pilots and mechanics. 


Promotes R. E. Dunville 


Robert E. Dunville, formerly 
general sales manager of WLW, 
Cincinnati, has been named vice- 
president of the Crosley Corpora- 
tion, Cincinnati. 


Hold Homemaker's 
Week, Oct. 25-30 


Chicago, Oct. 1. Chicago and 
Illinois women’s organizations, rep- 
resenting more than 400,000 home- 
makers, have designated the week 
of Oct. 25-30 as American Home- 
maker’s week. During this period 
they will stage daily conferences in 
the Hotel Sherman to show the 
homemaker how she can best co- 
operate with the government and 
private industry in national defense. 
Recognized authorities are sched- 
uled to discuss current problems as 
they relate to family life and meth- 
ods in the present emergency. 


of Chicago and Cook County Fed- 


eration of Women’s Organizations Appoints George Bayard } 


and general chairman of the pro- Tom Wallace, executive vice. Ne 
ject, sees these conferences as an president of Russel M. Seeds Com. ae 
eloquent means of recapitulating Pany, Chicago, will relinquish cs 


ecutive duties to devote his en: 
time to the “Uncle Walter's | E 
House” radio program for Brow, & 
Williamson Tobacco Corporation 

George Bayard, for the past 


the homemaker’s place in the 
American way of life. This event, 
which Mrs. Hartough refers to as 
a “spontaneous and patriotic move- 


ment on the part of organized wo- years a CBS account executive, }\4< I 
men” is expected to be the fore- joined Seeds as vice-president n fie] 
runner of similar gatherings charge of the New York office. fac 
throughout the country. Besides saan Jr 


non-sectarian religious discussions, Will Address Meeting ne 


the group will see an exposition of 


homemaking equipment, goods and . J: Kenfield Morley, merchanc s- Ti 
educational material. The con- } » ncnetas 9 of bs ggall—ase it 

ference is held in collaboration with | the edlonss eatin + lle ap : ons 
the Bureau of Buyer Information, Convention in the Palmer Howu:e sel 
and Chester Kay Haynes is director. Chicago, Oct. 6-10. de} 
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Kirk Joins Kudner 

Mvron Kirk has been appointed 
radio director of Arthur Kudner, 
New York. He was formerly vice- 
president of Stack-Goble Advertis- 
ing .\gency and prior to that vice- 
pres ient in charge of radio at 
Ruthrauff & Ryan, New York. 


Gets Ham Account 


P. D. Gwaltney, Jr., & Co., Smith- 
field, Va., ham and sausage manu- 
facturer, has named James Birnie, 
Jr.. Inc., Richmond, to direct a 
newspaper campaign. 


Two New V. P.’s for B-S-H 

Blackett-Sample-Hummert, Chi- 
eago, has named Kenath T. Spon- 
sel and Robert Wilson vice-presi- 
den! 


—_ 


Butter Tax Nets $103,000 

Receipts from the special promo- 
tion tax on butterfat imposed by 
Iowa dairy producers during the 
first 15 days of June amounted to 
$102,901, an all-time high. The tax 
had totaled $92,889 in 1940, and 
$94,418 in 1939. 


Reinhold Appoints 


Reinhold Publishing Company, 
New York, has named Deutsch & 


Shea, New York, to direct advertis- 
ing on two books, “We Need Vita- 
mins” and “Fatigue of Workers.” 


Names Aitkin-Kynett 


Hotel Dennis, Atlantic City, N. J., 
has named the Aitkin-Kynett Com- 
pany, Philadelphia, to handle its 
advertising. 


Longines Plans 
Extension of 
Radio Programs 


New York, Sept. 29. Longines- 
Wittnauer Watch Company will 
expand its radio advertising this 


week with a series of 
programs, “World’s Most Honored 
Music,” to be broadcast over 125 
stations throughout the country. A 
similar series was sponsored by the 
company last spring over 25 sta- 
tions. The new programs will sup- 
plement Longines time 
50 stations, and will 
through Dec. 21, to be 
again next spring for a 
period 


transcribed 


signals on 
continue 
resumed 
13-week 


Buying Farmers 


on Theer Way Up! 


Head and shoulders above all others, that's where the “Heart” farmer stands. 


He's a machine farmer, a capitalist! He raises and sells more of the things that 


will weigh most in the world’s food economy now, and for years to come— beef, 


butter, pork, eggs, poultry. 


And note this well—he and his “‘Heart’’ farmer neighbors will garner more 


than half the national farm income this year—every vear! 


Here's a booming, zooming market, insured 


by both nature and parity for the years 


ahead 


ferent, definitely richer than so-called ‘“‘rural”’ 


markets. 


And ready to help you woo and win this 
market for your own, is Successful Farming, 


the one magazine that covers the best of the top- 


notch ‘Heart’ farmers 


edited for the farm, read on the farm by real 


farm buyer-readers ! 


Successful Farming keeps your farm ad 


a true farm market, distinctly dif- 


the farm magazine 


cept of editing to farm and home 


Magazines. 


vertising dollars at work on the farm 


its Editorial Vitality 


vuar- 


antees you a Maximum response trom these 


better-buying business-farmers. Because of 


its double-duty con- 


SUCCESS- 


ful Farming is preferred above all other farm 


Ask any Successful Farming salesman to 
prove this to you. And ask him why Suc- 


cessful Farming will give your magazine 


schedule a better balance. Meredith Publish- 


ing Company, Des Moines, lowa 


The transcriptions feature the 
Longines Symphonyette, composed 
of members of the New York Phil- 
harmonic Symphony orchestra. 
Most of the programs will be 


broadcast for a half-hour on Sun- 
days, but some will also be pre- 
sented several times a week. Retail 


jewelers will sponsor the series in 
few localities. 

In addition to its radio schedules, 
Longines will also continue its copy 
in 30 magazines. Arthur Rosenberg 
Company is the agency. 


Charges A&P Subsidiary 
with Trademark Chiseling 


Dwinnell-Wright Company, Bos- 
ton, has charged the White House 


Milk Company, Manitowoc, Wis., of 
infringing on its White House 
trademark, in a suit brought in fed- 
eral district court in Buffalo, N. Y 
The plaintiff alleges that its trade- 
mark was registered in 1910, that 
it has exclusive right to the trade- 
mark “in connection with coffee 
and tea and any other goods of the 
same descriptive properties,” and 
claims that evaporated milk is in- 
cluded in that category 

White House Milk Company is a 
subsidiary of Great Atlantic & Pa- 
cific Tea Company, and Dwinnell- 


Wright's counsel asserted that his 


client loses sales to independent 
grocers, some of whom “know of 
White House Milk and think our 
coffee is a chain. store’ product.” 


The Wisconsin defendant's attorney, 
Sylvester J. Liddy, observed that 
“It seems incredible that the plain- 
tiff could sit back for over 20 years 
and wait while we have built up 
the second largest business of its 


kind in the world before asking 
that we be forced to quit He said 
the company’s sales of evaporated 
milk were $14,719,995 in 1940 


Bassett in New Post 


Morton Bassett, formerly assist- 
ant circulation manager of National 
Broadcasting Company, New York, 
has been appointed time buyer for 


Human Interest 
Appeal Used in 
Loose-Wiles Drive 


New York, Oct. 1 Shifting to 
copy with a human interest appeal, 
Loose-Wiles Biscuit Company 
launched its fall newspaper and 
magazine campaign for Hi-Ho and 
Krispy crackers. The campaign 
marks the most extensive news- 
paper effort for Hi-Ho crackers, ac- 
cording to R. C. Hull, 
manager. 

Black and white copy of 364 lines 
is appearing in 300 


has 


advertising 


newspapers, 


and insertions in color in full and 
half page and 1,000-line sizes in 
The American Weekly, First Three 


Markets Group and This Week. 
Hi-Ho features a cartoon 
bearing out the familiar theme, “A 


COpy 


new high in flavor.” One typical 
insertion depicts a radio singer in 


action before a microphone while a 
dotted line coming from her mouth 
and rising upward indicates the 
“high” to which her voice has risen 
Alternating with the Hi-Ho 
insertions for Krispy crackers 
ture photographs 

The campaign will continue for 
the balance of the year through 
Newell-Emmett Company 


cOpy, 
fea- 


To Cecil & Presbrey 

Cecil & Presbrey, New York, has 
been appointed advertising agency 
for the following divisions of Block 


Drug Company, Jersey City: Hud- 
son Products, Wernet Dental Mfg. 
Company, Poloris Company, Py- 
cope, Inc., and Omega Chemical 
Company, all in Jersey City 
a) bd 7 
Buys “Topics 
The Southwest Wave, Los An- 
geles community newspaper, has 
purchased the Southwest Topies, 


and will publish its new acquisition 


Morse International, New York. separately as the Southwest Topics- 
He succeeds Lynn Barnard who re- Wave. The company has recently 
cently resigned to join’ Batten, installed a new 64-page duplex 
Barton, Durstine & Osborn, New press capable of handling colo: 
York work. 

MORNING EVENING SUNDAY 


Graybar Bldg. 
New York 


Tribune Tower 


Chicago 


MOBILE, ALABAMA 


Announces the Appointment of 


THE JOHN BUDD COMPANY 


National Advertising Representatives 


Effective October First, 1941 


The John Budd Company Offices 


Republic Bank Bldg. 


Healey Bldg. 


Dallas Atlanta 
Mills Bldg. Halliburton Bldg. Lloyd Bldg. 
San Francisco Los Angeles Seattle 
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Sampling for Census Figures 


The National Industrial Adver- 
tisers Association adopted a resolu- 
tion at its recent convention in To- 
ronto opposing the enactment of S. 
1627, which would place the bien- 
nial Census of Manufactures on a 
five-year basis. The action reflected 
the great usefulness to manufactur- 
ers selling to industry of the two- 
year compilations showing the ups 
and downs of industrial production 
and the development of new indus- 
tries and new industrial areas, and 
their concern at the prospect of a 
sharp reduction in the frequency 
and value of the service. 

Discussion of the bill has revealed 
that one of the objectives of the De- 
partment of Commerce, according 
to Jesse Jones, secretary, is to make 
larger use of sampling techniques 
in obtaining census information. In 
other words, it is apparently the 
plan of those responsible for policies 
of the Bureau of the Census to sup- 
plement complete reports, not only 
from industry but for other market- 
ing divisions as well, with sample 
studies, projecting these figures 
against the whole country. 

We believe that this is a highly 
dangerous proposal, and one which 
is likely to be extremely unwise 
from the standpoint of marketers 
who use government figures as the 
basis for their planning. In a let- 
ter written for Mr. Jones by an ex- 
ecutive of the Bureau and trans- 
mitted by him to the president of 
the Senate, reference was made to 
the success of Gallup and similar 
opinion polls based on the use of 


|small samples, with the implica- 
tion that the same techniques can 
be successfully applied to the com- 
pilation of useful market statistics. 

One of the fallacies of such rea- 
soning is that in making opinion 
polls the primary effort is to obtain 


an end figure, reflecting majority 
opinion. In such a sampling opera- 
tion, errors tend to cancel each 


other, and to produce a fairly rep- 
resentative figure. 
remembered that marketers are not 
interested in totals, but in individ- 
ual variations. 
tant to them to know where busi- 
ness is up and where it 


But it should be | 


It is highly impor- | 


is down, | 
and not merely to know the total | 


as compared with a previous total. | 


It is these individual variations 
which enable manufacturers to em- 
ploy marketing strategy, and to 
adapt their methods to local condi- 
tions, including both geographical 
and industrial peculiarities. 

We have the impression that ear- 
lier experiments of the Census in 
sampling retail figures, in 
years between complete census com- 
pilations, have not been particularly 
successful, and that a projection of 
the sample figures to the entire 
country produced a large percen- 
tage of error. The only argument 
in favor of sampling methods is that 
of economy. We do not believe 
that government service of such 
basic importance to business should 
be skeletonized to amounts 
which in the whole scheme of gov- 
ernment spending are relatively in- 
significant. 


sales 


save 


Holding Dealer Organizations 


Some of the most interesting ad- 
vertising which has been done re- 


cently by automobile manufactur- 
ers has been in behalf of their 
dealer organizations. It has been 


of a public relations or institutional 
character, selling the importance of 
the local automobile dealer to his 
community. It is an obvious recog- 
nition of the fact that in a time of 
reduced automobile production, 
keeping dealer organizations going 
on a satisfactory basis which will 
retain these facilities undamaged 
through the emergency period is a 
problem of first importance. 

It will be necessary, of course, to 
do more than advertise generalities 
in order to keep the dealers solvent 
and thereby to keep them in busi- 
ness They must have adequate 
support from the standpoint of as- 
sisting them to sell more parts and 
service, as well as to merchandise 
used cars on a basis of complete re- 


conditioning. If the country is to 
have fewer the cars in use 
must be maintained on a _ better 
basis than ever before. This is the 
field in which dealers will be able 
to expand their volume and to 
maintain their profits on at least a 
minimum basis. 

Manufacturers of electric refrig- 
erators and other electrical appli- 
ances will have the same problem 
of keeping dealer organizations in- 
tact by showing them how to main- 
tain volume with a smaller number 
of units available for sale. Service, 
repairs and increased emphasis on 
merchandising of used equipment 
offer a way out both for the manu- 
facturer and the dealer. Intelligent 


cars, 


cooperation in the development of 
a dealer program must be supplied 
to make sure that distribution or- 
ganizations do not disintegrate dur- 
ing the current period of material 
shortages and production difficulties. 


DEVELOPING THAT BUYING MOOD | 


{ 


Wow An 


—Department Store Buyer 


"Collins is moving those love seats pretty fast." 


Ad-libbing 


All Is Not Lost 

Among the minor memorabilia 
resulting from the red-hot National 
League pennant race, the Columbia 
Brewing Company advertisement 
reproduced here deserves some 
special niche. St. Louis may not 
be Brooklyn, in a_ baseball sense, 
but the mathematical certainty of 
a Brooklyn pennant which devel- 
oped when Pittsburgh beat the 


Cards Sept. 25 caused many a moist | 


eye in St. Louis, and it is to be 
hoped that the “cheer up” message 
reproduced here helped to alleviate 
the distress of the local fans. 


There is an interesting production | 


story to the advertisement, also. The 
engraving and type for the adver- 


tisement were received by the St. | 


Louis Star-Times at 1 o’clock Thurs- 


— a _ 
Cheer UP: 
Ve JOHNNY 


THE CARDINALS WERENT BEATEN! 


Alpen Brau Beer 


CO.wemtia Cetwine co * ot. t@urs, oe 


day. The Pirates-Cardinals game 
ended at 3:05, and the next edition, 
which went to press at 3:20 and hit 
the streets at 3:30, contained the ad, 
as did the sports final which ap- 
peared at 4:30. The paper had two 
casts made of a page in the sports 
section, one with the ad and one 


| without it. 


Association 


Fun in Earnest 

The Public Utilities Advertising 
continues to be out- 
standing among advertising associa- 
tions for its ability to do serious 
things with a broad grin, 
develop a spirit of camaraderie un- 
usual among national associations. 
The current issue of the association's 
bulletin, a four-page paper about 
the size of ADVERTISING AGE, has the 
lower quarter of page 2 and all of 
pages 3 and 4 blank, except for the 
following notice printed in the mid- 
dle of page 4, and signed by Fred 
Toy of Cincinnati Gas & Electric 
Company, editor of the bulletin: 

“Pretty thin issue, eh, members? 
It just happens that this is all the 
news I could get hold of for this 
issue. If an abbreviated job like 
this appeals to you, it’s certainly all 
right with me. Just half as much 
work. You'll all profit, though, 
from a full-size Bulletin. And I’m 
willing to get it out. But there has 
to be some cooperation here. I’m 
starting to cooperate with this issue. 
You send in the news about your- 
self and I'll print it. Don’t send 
in anything and I won’t print it.” 


and to| 


| Versifier Does His Stuff 

| Hidden away among the vitriolic 
‘comments on the world situation, 
the national situation, the local situ- 
| ation and the situation in general in 
| the letters department of the Chi- 
|cago Daily News the other day was 
|a lament over a too-loud radio by 
| W.B.E. that we think is too good 
|for you to miss. So we're giving 
it to you herewith: 

Dear neighbor of the flat below: 
must you turn up your radio? un- 
til the very structure quakes— 
while in my breast a beast awakes! 

Why must I listen, helpless, cold 
with fury, to the Pot o’ Gold, when 
|in my lap there rests unscanned 
|}a printed treasure right at hand? 
Why must you, thoughtless, crass 
and rude, upon my privacy intrude 
with cacaphonic sound and word— 
| the which were better left unheard? 
|The while you listen, glassy-eyed, 
to all this bilge, I am denied the 
|peace and all-too-needed rest of 
| this, my wretched urban nest! 

Is time so fulsome, life so long, 
|that you must ingest every song? 
And breathless, brainless, sit and 
|lap up endless trite, insipid pap? 


Have you no dreams to contem- 
plate? No loves or hates to medi- 
tate? No open door from which to 


scan the heavens? Have you nought 
to plan? Is silence just a vacuum, 
abhorred, that you must beat a 
,drum—lest one dark moment vested 
be in deepest rich tranquillity? 

Come, join me in an earnest 
prayer; that henceforth life and 
| light and air untrammeled by the 
networks be, of Columbia, Mutual, 
NBC! 


Calling Card 

Stanley H. Leonard, national ad- 
| vertising manager of Norfolk News- 
papers, thinks that newspapermen 
ought to leave a uniform sales mes- 
sage for newspapers with their 
prospects when they call on them, 
and suggests that all advertising 
| solicitors and representatives might 
|do worse than combine this mes- 
sage with their sales cards, as Nor- 
folk Newspapers have done. On 
the back of the conventional card 
is printed the following message: 

“With newspaper advertising you 


can tell your story to the whole 
family: Show a picture of your 
product 87% of our impres- 


sions are gained thru the eye: List 
local dealers: Obtain tie-ups: Con- 
centrate on one or fifty markets: 
Start or cancel a schedule on a few 
hours notice: Reach the largest 
audience (43,300,000 daily news- 
paper readers) at a lower cost than 
any other medium .. . the public 
pays over a MILLION dollars every 
day to read them at their leisure. 
Naturally, advertisers invest more 
money in newspaper space than in 
any other medium.” 


Jottings 

New Era Shirt Company had to 
apologize in the men’s wear prints 
the other day because it discovered 
that its newly - announced line of 
“Genuine American Fuji Prints” 


wasn’t made from Hego 
which uses Fuji 
cloth. . . 


to designate its 


fabrics, | 


—— 


Information 
for 
Advertisers 


| The following documents may be 
|secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any nati: nal 
‘advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1880. Builders Who Buy. 

A survey of American Bui der 
subscribers provided the informa- 
tion for this report, which analyzes 
the publication’s market for building 
|products. Graphs and tables show 
the number, type and value of resi- 
dential and non-residential proj«cts 
constructed during one year, ind 
the average annual volume per 
reader by vocational classification 
and by size of community. 


No. 1881. How to Advertise «nd 
Sell to Hotels and Restaurants, 
The principle theme of this book- 
let, issued by Ahrens Publishing 
Company, is to suggest ways and 
means of maintaining advertising 
schedules in the face of a shortage 
of materials and equipment. Charts 
illustrate current data on the hotel 
and restaurant market, with several 
pages of charts showing sales de- 
/partment set-ups in these fields. 
/One section is devoted to a copy 
| analysis, which includes comments 
‘from readers on the appeal of cer- 
tain types of copy. 


| No. 1882. Boomtown. 

| World Broadcasting System 
|issued this survey of 231 boom 
towns, analyzed to show the adver- 
tising opportunities opened up by 
increased payrolls, employment and 
housing. Tabulations, in addition to 
Census population, wages and 
“boom” figures, include radio sta- 


has 


tions for each town, rates, power 
and affiliation. 
No. 1872. Some Facts About the 


Los Angeles Market. 

Maynard Boyce, Inc., has issued 
this study of the Los Angeles mar- 
ket, which shows the area’s popu- 
_ lation distribution and purchasing 
habits. It brings out the point that 
| the central shopping district is the 


|hub, despite decentralization of 
| business, and shows, with facts 
|from a transportation and _ traffic 


| survey, where car and bus riders 
live, where, when, how long and 
| how often they ride. 


|No. 1868. Letters to a Lady. 


| This catchy title refers to the 
daily mail received by the popular 
lady who runs the Modern Home 
Forum on Radio Station WOWO 
‘The folder outlines the weekly 
| schedule of the program, tells about 
|listeners’ interest in it, and gives 
|examples of a couple of advertising 
successes. A mail response map 
shows the scope of the Forum's 
audience. 


No. 1853. Cross Country Inventor 
| Since publication of its Cortland 
| County, N. Y., study some time as 
Farm Journal and Farmer's 
has issued a number of other 
containing material from the 
|country. These include a 
|Country Inventory — Genera! 
Food Products; Automotive; «by 
Products; Household Good ind 
Cosmetics-Drugs. The studi¢ OW 
farm family ownership and 
chases in these classifications 


No. 1823. Appliances on Fa 


The extension of rural e 
cation with a consequently 
ened market for electric ap} 
on farms is brought out in t 
|study, issued by The Curt 
\lishing Company. The 
show, among other thing 
farm families are buying 
and gas appliances as ra} 
electricity or gas service is 
able; that they are brand co’ 
and that volume sales are ! 
manufacturers and deale! 
consistently cultivate this 
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There's a factory town near New York 
where an odd thing’s happening. 


The champagne stocks of the local 
purveyors are dwindling at 3 times the 
normal rate. 


And you can’t explain it by the launching 
of battleships—or brides. It’s just this: 


The local factory workers are collecting 
““overtime’’ pay. 
+ o - 


Of course, that’s not according to Hoyle 
in the champagne business. Luxuries 
aren't supposed to sell on both sides of 
the tracks. 


Nevertheless, that’s what's happening 
today in the big urban defense centers. 


For instance, spread some 2 billion 
defense dollars around Pittsburgh, and 
presto! there’s a 31% gain in jewelry 
sales. Give San Francisco another 14 


billions, and house furnishing sales 
zoom 41%, 


Everyone from butcher to baker to 
(sterling silver) candlestick-maker is 
chalking up gains in these industrial cen- 
ters. And the advertiser who singles out 
these markets, and does a selling job on 
all income groups there, is going to get 
most of this new buying power. 


In the last war, the magazine advertiser 
couldn’t ‘‘spot’’ his coverage to take in 
just these defense centers. But today it’s 
different. 


With THIS WEEK Magazine, you can 
concentrate on the 23 key markets that 
are getting 50% more defense dollars 
than all the rest of the U. S. combined. 


And instead of reaching just the Upper 
Crust, you can cut yourself a healthy 


chunk of all income groups. As many 
families, in these key markets, as the 
next 4 weeklies, or the top 4 women’s 
magazines, combined. 


HAVE YOU SEEN OUR 
“42 MODEL’? 


New in size: standard weekly magazine 
page size. New in format: a complete 
feature on each page or spread. No more 
“back of the book.’’ 


EASIER TO HOLD, EASIER TO 
READ, EASIER TO BUY FROM 


Let us send you a ‘’Preview Copy” of the 
1942 THis Weex Magazine. 


THIS WEEK 


MAGAZINE 
SELLS THE KEY MARKETS 
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“Woman” Adds Maxwell 


Douglas P. Maxwell has joined 
the Eastern advertising staff of The 
Woman, New York. He was for- 
merly Eastern manager of American 
Legion Magazine and_ previously 
space buyer with Batten, Barton, 
Durstine & Osborn, New York. 


Resigns from WBYN 

John C. Schramm has resigned 
as production manager of Station 
WBYN, Brooklyn. He will an- 
nounce future plans after a short 
vacation. 


Names Post & Johnson 
Colonial Drapery Fabrics, New 
York, has appointed Post & John- 


Bakery Complaints 
Dismissed by FTC 

A complaint charging 19 bakery 
companies and a labor union with 
violation of the Federal Trade Com- 
mission Act in the sale of bread and 
bakery products in the Minneapolis 
area has been dismissed by FTC. A 
similar complaint involving eight 
companies and one union in the 
Omaha-Council Bluffs area has also 
been dismissed. 


“Parade” Adds Two 


Guy Robinson, formerly account 
executive with Batten, Barton, Dur- 
stine & Osborn, New York, has 
joined Parade, New York, as sales 
promotion director. Bird Rees, for- 
merly on the sales staff of Nation’s 


Silex to Use 
‘Light Test’ As 
Copy Theme 


Hartford, Conn., Oct. 1.— The 
“light test,”’ meaning the testing of 
brewed coffee for clearness, is the 
selling theme adopted for the ad- 
vertising program of the Silex 
Company during the coming 
months. The campaign is called a 
“push and pull” sales effort by 
P. S. Redford, director of sales, the 
“push” representing the merchan- 
dising effort and the “pull” refer- 
ring to the consumer advertising 
intended to pull Silex coffee brew- 


space in Better Homes & Gardens, 
Good Housekeeping, Life, McCall's, 
True Story, Woman's Day and 
Woman’s Home Companion. In ad- 
dition large space rotogravure and 
black and white newspaper adver- 
tising is scheduled for 45 key cities 
throughout the country. This will 
follow the pattern of the May and 
June rotogravure campaign for 
Silex. 


To Use “Buy-Lines” 


The Nancy Sasser Buy - Lines 
column will be used in 13 Southern 
markets. Merchandising material 
available to dealers includes win- 
dow and counter displays, consumer 


agency. 


son, Hartford, Conn., as advertising| Business, 


York, has joined | ers Off the dealer’s shelves. 
Parade’s advertising sales staff. 


folders, streamers, etc., all tied in 


The advertising schedule calls for | with the light test theme. 


With the largest home-delivered circulation 
and the largest total circulation in its entire 
history, The Cleveland Press is in an enviable 


UCH good-natured critics as O. Henry 
have claimed that the typical New 
Yorker is in reality a native of Grand 
Island, Nebraska. This is just another way 
of saying that people are fundamentally 
pretty much alike, no matter where they live. 
We know of a famous advertising man 


who got his start in Chicago by eating. in 


also manage to give an inordinate amount 
of space to happenings in Cleveland. They 
carry their full share of syndicated features. 
But they also take care to include many 
features of intimate personal appeal to their 
readers. 

Norman Siegel's “Private Sights of a 


Public Sightseer,” a daily “PRESS” fea- 


—— 


National Grange 
Puts Steam Behind 
Wool Labeling Act 


Washington, D. C., Oct. 
Manufacturers and merchants s« 
ing the trade of members of the 
National Grange have been ured 
by a spokesman for that group t 
use fully and fairly the wool prod. 
ucts labeling act by telling the 
public truthfully exactly what ; 
terials are in their goods. 

The plea was made by Ray W 
Gill, master of the Oregon S- ite 
Grange and executive commit‘ce 
member of the National Grange. in 
a nation-wide’ broadcast frm 
Washington recently. The Gra) » 
was a pioneer in the truth- n- 
fabric movement, and is pled; ed 
to do all in its power to see tat 
the wool labeling law is enforced 

Mr. Gill asked producers and | e- 
tailers seeking to sell Grange me: »- 
bers to “tell us truthfully unc 
your own name exactly what ) \ 
use in your materials. Unless yy 
have been cheating us you have 
nothing to lose and everything, |)- 
cluding our confidence and trace, 
We of the Grange, and 


to gain. 
a restaurant, a baked apple that reminded ture, is typical. Light and chatty in style, it millons like us, resent being fool : 
him of home. He reasoned that two-thirds is as full of names as the “Personals” column | W& appreciate knowing the gre:t . 
ee. and trustworthy names in com- j 
of the city’s restaurant patrons probably of a country weekly. Not celebrated names. ; 


came from the country, like himself, and 
that they would like to hear about those 
apples. His idea, like thousands of others 
based on the simple tastes of average peo- 
ple, was a tremendous success. 

One such taste, almost universally shared, 
is the liking for seeing in print one’s own 
name, and the names of friends and _ rela- 
tives. Editors of small-town newspapers 
know this. It is one of their gzreatest assets. 


often the backbone of their circulation. 


Local readers can get general news from the 
nearest metropolitan paper, in far greater 
detail. Only their modest home-town jour- 
nals supply the news of their own comings 


< ou “u 
and goings. 


Not names familiar only to a few “insiders.” 
Just the names of thousands of Bills and 
Marys, who will smile with pleasure when 
they read them, or hear joshingly from a 
friend that they “made the column.” 
Another “PRESS” feature in similar vein 
is the weekly “Howdy Neighbor” page. 
which presents each Saturday an intimate 
picture of some Cleveland neighborhood or 


suburb. To obtain material. a staff member 


is assigned to a certain locality for the en- 


tire preceding week. He talks to local mer- 
chants, old-time residents, policemen, polit- 
ical leaders, officials and clergymen. The 
resulting page, replete with names and pic- 


tures, is not only pleasing to its subjects, 


merce so that we may patronive 
them to our 
theirs.” 


advantage and ) 


In Plea to Consumers 


The farm leader also addressed 4 
plea to consumers, asking them to 
study the labels on the wool prod- 
ucts they buy, and to “insist th 
the store from which you buy t 
you what the label means in terms 
of price and wear. Scan the ad- 
vertisements that you find in you 
newspapers, your magazines, and 
in the catalogs of the mail order 
houses. Notice how they tell you 
the fiber content of the products 
they advertise. Overlook the self- 
praising adjectives, and form your 
own Opinion on facts.” 

Mr. Gill, along with five othe 


Grange leaders, is a member of the 


advisory council of the American 
Wool Council, one of the functions 
of which is to support makers and 
sellers of honestly-labeled wool 
goods and to challenge and punish 
the false claims of others. 


Prints L. A. Map 


A ten-color map of Latin Amer- 
ica has been sent to present and 
prospective advertisers in Time's 
air express edition, illustrating th 
purchasing power of the Latin 
American market, a “market twice 
as big as in 1938.” Artist A. Pe- 


trucelli of Fortune executed the 


00 


map. 


— . , : but genuinely interesting to the general a 
+e ° es . a , ~~ . ee . a . . 
position for capitalizing upon its intimate Big-city editors, of course, recognize this : - . 
. er , ns readership. t 
Cleveland features. From this position comes human trait to some extent. They all run 


Power ... Power to do good; Power 
to move goods. 


e 


“society pages,” recounting the activities of 
prominent residents. They carry news of 
clubs, church groups, lodges and civic en- 
terprises. But these items fill only partially 
the unspoken wants of the vast majority of 
their readers. There is still an undefined 


hunger for the sort of personal touch that 


It is by such means as these that Cleve- 
landers have come to know more about 
themselves than the residents of most big 
cities. It is through the personal touch that 
they have come to more intimate terms of 
friendship and respect with their newspa- 
pers. This attitude is valuable, not only to us, 


but to our advertisers. It adds an extra meas- 


‘ the small-t ‘ditor has at his finger tips. , : 
F e small-town editor has at his finger tips ure of importance to the Cleveland market, 
? e V e an re Ss ~ Much of the local strength of Clev eland’s already one of America’s greatest in terms 
newspapers comes from a recognition of — of size and wealth. It is the lever which 
these facts. Cleveland editors do not fail in makes it easy to swing that market, and put 
A SCRIPPS-HOWARD NEWSPAPER their duty to give adequate reports of doings its full force behind worth-while projects, 
in Dong Dang and Washington. But they goods, and services. 425 S. WABASH AVE. CHICAD 
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Jimmy is one of the 1948 carrier boys who 
deliver the Los Angeles Times, rain or 
shine—every day in the year. 
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“J. P.“ is a space buyer who has to judge 
newspapers and markets from the maze of 
maps and statistics that flood his desk— 
every day in the year. 


Now, if “J. P.” could only ride with Jimmy some morning his 
job would be ever so much easier. At least as far as Los 
Angeles is concerned. First, he'd find that Times circulation 
is over 85% home delivered. 


A ma 


het 17) 


He'd see, too, that home delivered circulation means family circulation—three, four, 
and often more, people in every house. Each with different needs and wants—and 
that doubles, trebles, the result power of all Times advertising. 


A trip with Jimmy would solve space buying problems. Food 
accounts, for example. Times readers are big scale food buyers 
—a fact indicated by Times leadership in this classification— 
6 days against 6, 7 days against 7. 


Jimmy, our carrier boy, or any one of his 1947 fellow carriers would be delighted 
to take “J. P.” or any other space buying gentleman with him some morning. 


However, those who cannot avail themselves of this opportunity will find the 


exact value of Times’ home delivered circulation eloquently expressed by Media 


Records which shows The Times first in its field in every classification of adver- 


tising—retail, general, automotive, financial and classified. 


A 
LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS, 
NEW YORK e CHICAGO e 


LAWRENCE AND CRESMER 
DETROIT *« SAN FRANCISCO 
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KROW Names Fried 

Ad Fried, formerly with KSAN, 
San Francisco, has been named 
sales promotion manager of KROW, 
Oakland. 


! 
| 
| 


lers which 


Mills Stipulates 


Mills Novelty Company, Chicago, 
has stipulated with the Federal 
Trade Commission that it will cease 
representing that its refrigerator 
compressors and beverage coolers 
will equal the performance of 
higher powered units made _ by 
competitors. The company also 
promised to stop advertising that 
its speed coolers are the only cool- 
feature completely dry 
storage, forced air circulation, auto- 
matic defrost and automatic dis- 
posal of defrost water 


To Offer New Pudding 
Taylor Reed Corporation, Mama- 
roneck, N. Y., will introduce Tumbo, 
a new chocolate pudding dessert, in 
the New York market. Newspapers 
and radio will be used. W. I. Tracy, 
New York, directs the account. 


Coffee Bureau 
Releases First 
Magazine Copy 


New York, Oct. 1.— Coincident 
with its inauguration of a new 
series of radio programs featuring 
Mrs. Franklin D. Roosevelt, Pan- 
American Coffee Bureau has re- 
leased first magazine copy in its 
1941-42 campaign, built around the 
theme, “get more out of life with 
coffee.” Buchanan & Co. is in 
charge. 

Entitled, “Over Our Coffee Cups,” 
the First Lady’s informal chats will 
be broadcast over 111 stations of 
the NBC-Blue network, Sundays, 
6:45 p. m., EST. The magazine list 
consists of American Magazine, 


Country Gentlemen, Life, Look, The 
Saturday Evening Post and True 
Story. 

Publication copy features testi- 
monials by well-known personal- 
ities whose pictures are reproduced, 
accompanied by cartoons showing 
them at work. The opening inser- 
tion presents Madeline Carroll, 
Lowell Thomas and Tommy Dorsey. 


25 States to Eat 
Turkey Nov. 20, 
16 on Nov. 27 


New York, Oct. 1.—Thanks 
ing, 1941, will be celebrated in 2 
states on Nov. 20 and in 16 st 
on Nov. 27, according to a pol! of 
governors made by the Associat on 
of National Advertisers. The se ep 
remaining states are undecided 

Monsanto Chemical Company’s | not as yet heard from. 
plastic division, Springfield, Mass., The governors of the folloy 
has released a unique brochure for states have announced that t 


its new plastic, Lustron. The bro-| |. fe cag mete 
chure is profusely illustrated with will follow President Roosevelt 


vs 


Introduces Lustron 


7a 


A KING 


AN H. C. WILDER STATION 


IS CROWNED AT WSYR 


SALES LEADERSHE= 


color plates showing potential uses, designate the earlier date: A a- 
formula, manufacturing procedure bama, California, Colorado, C »n- 
and charts showing optical, elec- necticut, Illinois, Indiana, K+». 
trical and injury resistant proper- | tucky, Louisiana, Maine, Mary): 
ties. Massachusetts, Minnesota, N 
Jersey, New Mexico, New Yc>k, 
North Carolina, Ohio, Oregon, 


Rhode Island, Utah, Virginia, Wa: »- 
ington, West Virginia, Wiscon 
Wyoming. 

Thanksgiving will be celebra od 
on the traditional date, Nov. 27, in 
the following states: Arizona, Ar- 
kansas, Delaware, Florida, Geors 
Iowa, Kansas, Montana, Nebras 
New Hampshire, North Dak 
Oklahoma, Pennsylvania, South 
Carolina, South Dakota, Tenness: : 

States which are undecided 
have not replied are: Idaho, Mic! - 
gan, Mississippi, Missouri, Neva: 
Texas and Vermont. Mississippi 
all probability will celebrate 
Nov. 20 because it is one of t 
many states having state laws cor 
pelling proclamation by the go 
ernor to coincide with that of t 
President. 

In 1940, 32 states observed 
early date and 16 states the trad - 
tional date. In 1939, 23 stat 
observed the early date and 24 the 
| traditional date. Texas celebrat 
on both dates. 


ae 


Shows Unknowns’ Work 
A-D Gallery, New York, which 
sponsored by the graphic arts 
magazine A-D, will open the fa! 
season with an exhibition of ph 
tography by two young America: 
-“unknowns,” Arnold Newman and 

Ben Rose. 


—_— + — 


Lyons to Namm Store 


Arthur M. Lyons, 
duction manager at 
Fenton, New York, has joined The 
Namm Store, Brooklyn department 
store, as assistant advertising man- 
ager. 


Adds Frank Thompson 


Frank Thompson, formerly ad- 
vertising manager of Radio Jobb 
News, Cleveland, has joined Elec- 
trical Equipment News, New Yo 
as Chicago district manager, with 
offices at 612 N. Michigan avenue 


formerly pro- 
Pettingell & 


~ 


NO PRIORITIES 
ON 


RETAIL PROFITS! 


=NO profit shortage in the 
retail field! Plenty o! 
business for all Americas 
merchants! They’‘re selling 
heavy. buying heavy. And 
| reading the HAIRE busi- 
ness papers for “how 'o 
sell-more” ideas! 


CORSET & UNDERWEA® 
REVIEW 


* 
INFANTS’ & CHILDREN’ 
WEAR REVIEW 


* 
MOUSE FURNISHING REVIEY 
LINENS & DOMESTIC: 


. 
LUGGAGE & LEATHE® 
goons 


* 
NOTION & NOVELTY REVIE® 


. 
CROCKERY & GLAS® 
JOURNAL 


FASHION ACCESSORIES 
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FIFTY YEARS is a long, long time. An Association must perform some highly meritorious, 
necessary, unique or helpful service to reach and pass a Golden Anniversary. The Outdoor 


Advertising Association of America amply fulfills all those specifications. 


Without the work of the Association throughout these years it is doubtful whether outdoor 
advertising would have the acceptance accorded it today by public and advertiser alike; with the 
aid of the Association, outdoor advertising has advanced immeasurably in acceptance, in design, 
and in the returns it brings advertisers who use it wisely. Our congratulations to the Association 
in convention at Los Angeles. 


* * * 


FORTY YEARS is also a long time, and it is a pleasure also to congratulate 
the Foster and Kleiser Company on its 40th Anniversary. Its contributions to the 
progress of outdoor advertising have helped make the Pacific Coast one of the most 
fertile and productive sales areas in the entire country. Wilshire Boulevard now steals 
the outdoor show from Broadway, while the streets and highways from Canada to the 
Mexican border attest the enterprise of Walter F. Foster and George W. Kleiser. 


* * 7 


THIRTY YEARS ago the Campbell-Ewald Company was incorpo- 
rated, so that we, also, are celebrating an Anniversary. It ties in, too. For, 
while we have at heart the interest of all advertising, our heavy volume 
of outdoor billing testifies to our confidence in that particular medium; 
our staff has won many poster awards; and today, as for the past 19 years, 
we design and place the advertising of the world’s largest user of outdoor 
space—Chevrolet cars and trucks. 
* * . 
As someone once remarked, “It isn’t how long you stick around, but what you do while you're 


here that counts.” Let’s hope we'll all be here a long, long time and that we will keep on doing 


things to uphold the highest ideals of advertising through the Associations devoted to that purpose. 


: Dyed = 


President 
/ | CAMPBELL-EWALD COMPANY 


Chairman of the Board 
National Outdoor Advertising Bureau 


Director 


Trafic Audit Bureau, Inc., of New York 
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Voice of the Advertiser 


This department is a reader’s forum. 


Plenty of Bites 
in This Copy 

To the Editor: We are very much 
pleased with a coincidence which 
showed that The Saturday Evening 
Post agrees with us thoroughly on 
how to get “bite” into an adver- 
tisement. 

Attached is an advertisement we 
ran for Penn Tobacco Company on 
behalf of Kentucky Club tobacco in 
the Aug. 4 issue of Life... in which 
America’s No. 1 pipe-smoker, Mr. 
MacDuff, points out to his valet, 
“That reminds me, Jenkins, there’s 
no bite in good old Kentucky Club 
tobacco.” Also, attached is The 
Saturday Evening Post’s advertise- 
ment that ran in the Sept. 20 issue 
of The New Yorker, stating in simi- 
lar fashion, “Smokers—we’ve taken 
out all the bite!” 

Like the fish illustrated, we trust 
that both advertisements sink their 
teeth into plenty of readers! 

SAMM S. BAKER, 

H. M. Kiesewetter Advertising 

Agency, New York. 

v. v v 
Goodrich Hits It 
Right on the Head 

To the Editor: What a break for 
the B. F. Goodrich advertisement 
on “Fighting Fires with Heat” on 
page 1 of Newsweek out today! 

The newspaper stories yesterday 
and today on the Whiting gasoline 
fires told the same story—steam 
against fire. 

CLARENCE N. JOHNSON, 

Reincke - Ellis - Younggreen & 

Finn, Chicago. 


v v v 
Casting Bread | 
on the Water 
To the Editor: The smiles we} 
wrote into this advertisement for 


Muller Bros. were carefully calcu- 
lated to meet a serious public rela- 
tions and labor relations situation | 
at Los Angeles’ largest service sta- 
tion (140 employes.) 

The picket line that suddenly 
appeared in front of Muller Bros, | 
on Sept. 18 was a big one, and a 
grim one. Only hardy motorists 
attempted to drive through it. The 
police were on hand and the air was 
charged with expectant trouble. 

Next day our newspaper adver- 
tisement, plus large signs written 
in a similar vein, relaxed all ten- 
sion. 
never before patrons of Muller 
Bros., started to drive in. Special 
merchandising offers were inaugu- 
rated. At present writing, our 
clients’ business is booming and 
they regard the picket situation as 
something of an asset. 

Letters and telephone calls from 
various sources, including friends 
of labor, indicate that our unusual 
advertising for Muller Bros. has 


IT'S AN ILL WND 


Our Pickets Are The Nicest 
Bunch of STRANGERS 
We Have Ever Met! 


« the Bomb bar They ve 


~ oe Firestone «9 


CN THE PICKETS SMILE 


A strike at Muller Bros., Hollywood, was 
turned into a business-building device 
when the Mayers Co., Los Angeles, pre- 
pared this copy for its client and ran it 
in the Los Angeles Times in space four 
columns wide and 175 lines deep. 


weet 


/ come of 


Hundreds of new customers, | 


Letters are 


welcome. 


PUTTING TEETH IN COPY 


MacDuff takes a puff....of Kentucky Clubs 


“THAT REMINDS ME, JENKINS, 
THERES NO BITE IN GOOD O1 
KENTUCKY CLUB TOBACCO!” 


“Rite is out like a light!" MacDuff ga 
And Kentucky ( MacDuff 


Buy the han: ‘ latest, 
Get Kentucky Club, man- it's America's greatest! 


(And no better a known for rollin’ your own) 
PENN TOBACCO CO, WILKES-BARRE, PA 


People pay attention 


when you put it in the Post 


Speaking of coincidences, the copy on the left ran in Life Aug. 4 and that on 
the right in The New Yorker Sept. 20. 


_ sounded a welcome note in a picket- 
| weary city. 


No one can predict the final out- 
any labor dispute. But 
the Muller Bros. case shows that 
even in a threatening labor situa- 
tion, the prompt and imaginative 
use Of advertising may eliminate 
bitterness, prevent loss of business, 
and preserve the employer’s good- 
will among all groups concerned. 
J. R. MAYERS, 
The Mayers Company, Adver- 
tising, Los Angeles, Calif. 


. +. = 


Criticises “Alligator” 
in Verboten Dictionary 


To the Editor: I was very much 
interested in the Dictionary of Ver- 
boten Terms published in your Aug. 
18 issue. This Dictionary starts off 
by saying that “alligator” as the 
name of a leather is prohibited, 

I would be very much interested 
to know where Mr. Hibschman ob- 
tained such erroneous information. 
Just what would Mr. Hibschman 
call the leather made from the skin 
of an alligator? Such leather has 
been made for a good many years. 
The word “alligator’’ may not be 
used as the name of an embossed 
skin of any other animal, but this 
is entirely different from the state- 
ment made in your Dictionary. 

RALPH B. BRYAN, 

Editor, Hide and Leather and 

Shoes, Chicago. 

[Editor’s Note: Technically 
speaking, Mr. Bryan is correct. 
However, the reference to every 
word, term, expression and phrase 
mentioned in Mr. Hibschman’s Dic- 
tionary of Verboten Terms must be 
read with the understanding that 
any statement, no matter how un- 
believable nor how far-fetched it 
may sound, may be used with per- 
fect freedom just so long as it is 
true. It is only when words or 
terms are used in a false or mis- 
leading manner that they can be 
effectively questioned, and Mr. 
Hibschman carefully pointed this 
out in numerous instalments. In 
other words, even though the actual 
entry under “alligator” does not re- 
iterate this fact, it should be under- 
stood that use of the term is 
forbidden only when it is false or 
misleading or likely to be so.] 

v v v 


Dexter Drawings 
In One Big Pot 


To the Editor: I noticed the 
enclosed in your last issue. Of 
possible similar interest is the fact 
that “Dexter” was illustrated by the 
writer, who has been associate and 
art director of this agency for the 
last year. 

The “Dexter” drawings were 
frantically cooked up in one big pot, 
along with sausage layouts, milk- 
cooler pix, and winter sports copy. 
I hope justice was done all. 

GEORGE DALY, 

Townsend Advertising Service, 

Burlington, Vt. 

[Editor's Note: Mr. Daly refers 
to the Getting Personal column of 
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ADVERTISING AGE, Sept. 15, in which 

Stanley Silverman, copywriter, 

Raymond Spector Company, is 

identified as author of “Dexter,” an 

illustrated children’s book. ] 
v,vy 


English Definition 
of Totalitarianism 


To the Editor: Do you know what | 


totalitarianism is? 

We recently received a_ letter 
from A. Claude Morrell, managing 
director of John Morrell & Co., Ltd., 
of Liverpool, England, in which he 
gave us a definition. He 
totalitarian state is “one where that 
which is not prohibited is compul- 
sory.” 

I submit that “the glory of Eng- 
land will never die,” so long as 


says a 


there is spirit like that—spirit to 
ridicule Naziism in the face of 
nightly bombings. (And our meat 
packing plant has been bombed, 
too!) 
Houuis F. PEcK, 
Public Relations Department, 
John Morrell & Co., Ottumwa, 
Ia. 
v v v 
That's Nailing ‘Em 
To the Editor: For want of an 
idea two nails were used in the 
September issue of Purchasing as 


you will see when you inspect the 
appended ads of the Ames Bag Ma- 
chine Company and McLaurin- 
Jones. 

Thought you might want to add 
these to your collection of interest- 
ing coincidences. 

G. L. LAMPMAN, 

Advertising Manager, The Gar- 

land Company, Cleveland. 

[Editor’s Note: The copy of the 
Ames Bag Machine Company pic- 
tured a nail with the headline 
“Small but Mighty Important.”” The 
McLaurin-Jones copy also pictured 
a nail with the line, “For Want of a 
Nail.” Mr. Lampman failed to 
mention current Addressograph- 
Multigraph copy, headed, “For want 
of a nail the shoe was lost.’’] 


Shifts Salesmen 


to Save Gas 

To the Editor: We believe that 
you would be interested in the fol- 
lowing news. 

In the interest of 
fense, twenty-five of the Hensler 
salesmen have had their territory 
changed which confines them to a 
limited area. It is estimated that 
the gasoline consumption will be 
reduced about 50 per cent by this 
move. 


national de- 


Wo. H. PATTon, 
Sales Manager, Joseph Hensler 
Brewing Company. 


Juvenile, Cheap, Stupid, 
Taken for Ride 


To the Editor: I think you have 
been “taken for a ride” in printing 
the enclosed. But even if the alleged 
letters are genuine, you seem to me 
excessively trustful for an editor. 

The comment, which you endorse 
by giving it space, seems to me (1) 


| 


juvenile (about 14 years of age), 
(2) cheap, and (3) stupid. 

With all of the big advertisers 
including patriotic appeals (defense 
bonds, etc.) in their radio programs, 
etc., with all the firms engaged in 
defense production sick at heart 
because sO many people do not real- 
ize the urgency and peril in the 
situation, you have space for this 
cheap sniping! 

LEONARD W. SMITH, 


Carr Liggett, Advertising, 
Cleveland. 

{[Editor’s Note: The letters to 
which Mr. Smith refers, which 


appeared on this page in the Sept. 1 
issue, were two highly ungrammati- 
cal epistles submitted by a contribu- 
tor to this forum as originating from 
someone presuming to be in “gov- 


ernment searvis.” | 


v,vy 
Makeup Produces 
Two Good Ideas 

To the Editor: Enclosed is an 
oddity in ad arrangement. Perhaps 
the make-up editor thought that 
anti-freeze was a good antidote for 
colds. The Rose Tire Company is a 
client of ours. 

We think enough of ADVERTISING 
AGE to present subscriptions as 
gifts. We recently sent you one. 

Harry S. JOSEPH, 

Harry S. Joseph Advertising 

Agency, Indianapolis. 

[Editor’s Note: Mr. Joseph en- 
closed a tear sheet from a news- 
paper showing a small ad for 666 
as a remedy for colds immediately 
adjacent to his client’s two-column 
copy advertising anti-freeze. | 

+ | FV 


Eight More Points 


in Ad Copy 


To the Editor: Attached find 
copy of an ad recently placed in the 
jewelry trade journals for Septem- 
ber. 

We were in the midst of prepar- 
ing an ad on the G. H. Q. theme 
when our advertising agent, Ben 
Sackheim, Inc., received inspiration 
from a newsreel of the Churchill- 
Roosevelt meeting at sea and subse- 
quent 8-point plan. The result, 
prepared in collaboration with our 
art director, Jack Seiden, and our- 
selves, we feel, is a timely piece of 
advertising. The ad follows a spread 
layout pattern with the monthly 
commentary column at the right 
which has been used by this com- 
pany since the first of this year. 

We hope it will prove of interest 
to your readers. 

J. FRALEY BERMOND, 

Sales Manager, Jacques Kreis- 


ler Mfg. Corporation, Bergen, 
N. J. 
[Editor’s Note: Mr. Bermond 


enclosed an ad using the headline, 
“Kreisler Issues 8-Point Program.” | 
v v v 


'Prognosticating Daddy 


it te . MW uk, : Saar 7 
B 4 tee age Oe a pe ae f 
ws Oe gh ke ye 3 
Tae we Jer, fue, te F, 


To the Editor: This is to vindi- 
cate my powers of sex prognostica- 
tion! On page 22 in the issue of 
Sept. 15, Mr. L. B. Pambrun of 
Crosley Corporation expressed some 
fears as to my ability along these 
lines. 

Well, it’s a boy—8 pounds and 1 
ounce of boy, measuring 24 inches 
at birth. All he needs is a mustache 
to make him a ringer for his Pa 
(which will bring a storm of con- 
dolences, no doubt) and has al- 
ready put his footprint on a contract 
with Buckley, Dement, effective 
1962. 

Pambrun owes me a drink. 

W. R. Wotre, 
Buckley, Dement & Co., 
Chicago. 
v + 
50th Anniversary 
Caused Comment 


To the Editor: Thought you 
might be interested in this adver- 
tisement run in the Sept. 25 issue 
of the Stillwater Post-Messenger, 
the final ad of our 50th Anniver- 
sary Sale. 

The founder of this 
J. R. Kolliner, as per this adver- 
tisement, was raised in Baraboo, 
Wis., with the Ringling Brothers, 
and when they traveled from town 
to town in a small wagon similar 
to the old medicine shows, he was 
a clown. 

This ad caused a lot of comment 
because of it being unusual, which 


institution, 


CLOWN TO CLOTHIER 
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= - ‘. 49c - —S 
« ™ KOLLINERS 
Reproduction of these old handbills «+ 
the top of a page ad in the Post-Messer- 
ger, Stillwater, Minn., helped lend en 
atmosphere of age to copy advertising 

| the 50th anniversary sale of Kolliner 
| Stillwater clothing store, whose founde 
| J. R. Kolliner, was a clown with Ringling s 
before going into the clothing business. 


I believe is, after all, what we a 
all striving for in advertising. 

L. B. KOLLINER, 
Kolliner’s, Inc., Stillwater, Minn 


President, 
Shuler Coal Cr 
Des Moines 


When his company began 
selling coal at retail in Des 
Moines, John Shuler decided 
to concentrate consumer-ad- 
vertising on Station KRNT. 


From the very beginning, 
response was so Satisfactory 
that no other form of adver- 
tising has been necessary. 
This fall, Shuler is using 
KRNT for the sixth season. 


Over and over again, KSO 
and KRNT have proved they 
can “carry the ball” for ad- 
vertisers using radio ade- 
quately. Except for network 
affiliation, KSO and KRNT 
are near-twins. Both have 
5,000 watts. Both have strong 
trade-recognition. Both have 
fine records of sales accom 
plishment. 


With Iowa farm-income a' 
a new high . . . with defens« 
activity increasing Des Moines 
payrolls 20% or more... it 
well to have KSO and o: 
KRNT on the job to increas 
your sales to more than 
million people in Iowa’s No 
market—Des Moines and ''s 
extensive trading area. 


KSO 


NBC BLUE 
AND MUTUAI 
5000 WATTS 


BASIC 


KRN 


‘The Cowles Stations in 
DES: MOINES 


Represented by The Katz Age” 


JOHN D. SHULER 
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Farnsworth Sees 
Brighter Skies 
in Radio Field 


Net Loss for Year 
Reduced to $181,857; 
Sales Gain 


Fort Wayne, Ind., Oct. 1.— The 
arnsworth Television & Radio 
Corporation is looking to the future 
wit considerable confidence, ac- 
cording to its annual report, which 
advises stockholders that its net loss 
for the year ending April 30 was 
$181,857, a considerably _ better 
showing than the net loss of $749,- 
741 for the previous year. 
total of unfilled orders at July 31, 
1941, and shipments actually made 
during the three months ending on 
that date is approximately $3,100,- 
000 greater than the gross income 
from sales, royalties and license fees 
during the entire preceding fiscal 
year,” says the president's state- 
me nt. 

The Farnsworth line of 
receivers and_ radio - phonograph 
combinations, introduced in 1939, 
showed a 30 per cent increase in 
with a complete new line 
introduced. The Capehart line of 
de luxe radio-phonograph combina- 
tions and the Capehart Panamuse 
line showed a 65 per cent increase 
with a great increase in orders for 
the current year. 

Building of private brand lines 
continues to be an important factor 
in the company’s business. 


United Wallpaper 

Net profit for the year ending 
June 30 was $325,974, compared 
with $320,265 for the previous year. 


radio 


sales 


Plough, Inc. 

Earnings for six months ending 
June 30 were $126,399, compared 
with $122,234 for the like period in 
1940. 


Northwest Airlines 

Net income for the year ending 
June 30 was $327,495, compared 
with $296,408 for the year pre- 


ceding. 


Diamond Match 

Net profit for six months ending 
June 30 was $1,002,991, compared 
with $1,003,236 for the first half of 
1940 


Montgomery Ward 
Net profit before income and ex- 
cess profits taxes for six months 


Sehold Ed Flesher, with bulging brief- 


‘ase clutched to his bosom, pausing at 
fe entrance of the Buckley-Dement 
uilding to make a smart crack at an 
C 3 copy writer. Ed is kind of a 
“unosity: a merchandising man who can 
‘ope with details. Give him a promotion 
vOlving lots of loose ends and he’s in 
us element. When not busy with United 
‘ir Lines, National Ice Industries or other 
Prominent clients, Ed goes athletic. Op- 
nents rate him as fast and tough on 
Qe tennis court 


; 


° ° ° 


The Merchandising Staff of Buckley- 

men! consists of a dozen contact men 
Plus @ creative department of eight plan. 
“Py and layout men. Drawn from a di- 
"ersity of businesses, these promotion 
Pidners possess among themselves ex- 
Perienc in virtually all lines of adver- 
‘Sing and selling. Call on this group for 
‘ales promotion plans that really promote 
‘ales. Monroe 6100. Buckley. Dement & 
“mpany, 1300 Jackson Blvd., Chicago. 
Sacco 


“The | 


ending July 31 was $14,492,038, or 


5.2 per cent of sales, compared with 
a net profit, before income taxes, 
of $13,674,454 for the correspond- 
ing period of the preceding year. 


Timken Roller Bearing 

Earnings for the first half of 1941 
were $4,653,635, compared with 
$4,996,546 for the like period last 
year. 


Vick Chemical 

Net income for the year ending 
June 30 was $2,804,026, compared 
with $2,792,165 for the year pre- 
ceding. 


Burroughs Adding Machine 
Net profit for six months ending 
June 30 was $2,180,744, compared 


with $1,477,784 for the first half of 
1940. 


Bulova Watch 

Earnings for the quarter ending 
June 30 were $826,353, compared 
with $552,085 for the like period in 
1940. 


Merck & Co. 

Net income for six months ending 
June 30 was $1,591,073, based on 
sales of $19,421,524. 


Lehn & Fink 
Net profit for the year ending 
June 30 was $770,360. 


May Dept. Stores 
Net income for the year ending 
July 31 was $5,670,867, compared 


with $4,793,996 for the year pre- 
ceding. 


Julius Kayser & Co. 

Net profit for the year ending 
June 30 was $500,213, compared 
with $127,035 for the previous year. 


Sears, Roebuck 

Earnings for the 24-week period 
ending July 16 were $12,876,992, 
compared with $12,282,041 for the 
like period in 1940. 


Botany Worsted Mills 

Net income for the first half of 
1941 was $501,701. 
Hecker Products 

Net profit for the year ending 
June 30 was $1,068,546, compared 


with $801,843 for the year preced- 
ing. 


Celotex 

Earnings for nine months ending 
July 31 were $1,208,704, compared 
With $305,458 for the like period of 
1940. 


Zenith Radio 

Net profit, before federal income 
taxes, for the quarter ending July 
31, was $302,958, compared with 
$651,136 for the same period in 
1940, 


Western Union 


Net profit for seven months end- 
ing July 31 was $4,039,858, com- 
pared with $1,583,248 for the like 
period in 1940. 


COME ON OUTDOORS! 


Here you'll find the backbone of America - - 
industrial and professional men enjoying the fruits 
of greater than average incomes. 


America’s sportsmen. 


Each month, when these sportsmen get their copy 
of SPORTS AFIELD, this magazine gets right of 
way over other reading. And unlike those magazines that are read today and 
discarded tomorrow, sportsmen preserve their copies of SPORTS AFIELD for 


future reference by themselves and their friends. 


Here’s a PEACH OF A MARKET for advertisers, who sell to men --- the 
lowest cost per page per thousand in the entire sporting field for the largest 
circulation of any outdoor magazine at more than a nickel. 


Its a peach vi a market 


SPORTS /\FIELD 
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INFANTS’ WEAR 52% sss: 


| 
| 
| 
| 
| . . 

| during the first 6 months 
of 1941 placed 52% of their appropriations for newspaper advertising of Infants’ 
| Wear in the Chicago Tribune! That is an example of the confidence these impor- 
| tant retailers have in the Tribune's ability to produce immediate buying response 
| from crowds of Chicago women! 

: In advertising of women-appeal merchandise as a whole the same revealing facts 
appear. Chicago merchants build their advertising programs around the Tribune 
| because they know the Tribune will do the best job for them at the lowest cost. 
| Chicago’s largest constant audience of women is influenced daily by the Tribune 
| ...uses the Tribune as a buying guide! Tribune circulation is well over 1,000,000 
net paid every day of the week. It offers advertisers from 605,000 to 640,000 
, more total daily circulation than other Chicago daily newspapers, and from 300,000 
| to 725,000 more total Sunday circulation than other Chicago Sunday newspapers. 
When you can have more... why take less? Follow the lead of successful 
Chicago retailers. Put the Chicago Tribune at the top of your list! Rates per 
100,000 circulation are among the lowest in the country! 

| 
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TOILET GOODS AND DRUGS 59% LINENS, CHINA, GLASSWARE 64% WOMEN’S CLOTHING . . . 61% 
Because the Tribune is Chicago’s leading women- So convincingly has the Tribune demonstrated its Chicago department stores and specialty shops 
appeal medium, Chicago drug stores and the drug ability to produce crowds of buying women that during the first 6 months of L941 placed O14. of 
and toilet goods departments of department stores Chicago department stores during the first 6 their newspaper appropriations for advertising 
awarded this newspaper 59°: of their Chicago months of 1941 invested in the Tribune 604° ¢ of women’s clothing in this one newspaper. Do as 
newspaper advertising appropriations during the their entire newspaper advertising expenditures Chicago retailers do... put the Tribune at the 
first 6 months of 1941, for linens, china and glassware. top of your list. 
* 
) USOT e °@ 
i! 
| t do 
bad vee 
Chicago department stores and specialty 
O shops during the first '6 months of 1941 
placed in the Tribune 49% of their entire 
newspaper appropriations for women- |/'* , 
eal advertising. That was 134% more than they awarded - il Years ; a 
‘next Chicago newspaper... and more than they placed | L— Pm 2 
he next two newspapers combined! — i 4 e 
~~ 2 
RIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 
Total General Retail Dept. Store I ayo 1 Lit 
Mévertising Advertising Advertising Advertising C C r 
— $ months Ist 6 months Ist 6 months Ist 6 months 
“2 1941 | 1932 1941 | 1932 1941 | 1932 1941 THE WORLD'S GREATEST NEWSPAPER 
68% 21% 37% 3% 51% 19%* 78% 
paper our the Tribune Total net paid circulation over 1,000,000 every day of the week 
3 4, ee jis e's 4 ‘% eA aa pe 3 x ec josh ee ee Fe re. ah iy. a ; . * a ies 
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Credits Newspapers 
for Air Traffic Gain 


United Air wines, which began 
life in 1926 as the Boeing System 
and was the first major air trans- 
port company to advertise trans- 
continental service in newspaper 
space, scored a 49.3 per cent gain 
in passenger revenue miles during 
1940, according to an Advertising 


Facts bulletin issued by the Bureau 
of Advertising, American News- 
paper Publishers Association. 

The bulletin points out that 
United has increased its use of 
newspaper space every year since 
it started operations and has de- 
voted the major share of its budget 
to this medium throughout this 
period. 


( DEADLINE GHosTs? 


Say Ratt way Express” and they'll 
vanish before RAILWAY EXPRESS 
“the service that speeds up speed.” 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWA XPRESS 


AGENCY Inc. 


Browning Appointed 
Special SPAB Aide 

Albert J. Browning, president of 
United Wall Paper Factories, Chi- 
cago, has returned to a Washington 
defense post as a special assistant 
to handle various problems in con- 
nection with the program of the 
Supply Priorities and Allocations 
Board. 

He was deputy director of the 
division of purchases, Office of Pro- 
duction Management, from its 
establishment until last April when 
pressure of his business led to his 
resignation. 


Announces Fall Plans 

Scott Paper Company, Chester, 
Pa., announced its fall advertising 
plans at a convention at Atlantic 
City and stressed savings of time 
and household economy as copy 
themes for its Scottowels, which 
will be promoted by newspaper, 
radio and magazines. Industrial 
products will be promoted as pre- 
venting colds which delay produc- 
tion work. 


Dodge Raises Hoover 


John F. Hoover, formerly Eastern | 


customers’ service manager, has 
been named general sales manager 


OPM Puts Printing 
and Publishing in 
Separate Branch 


Washington, D. C., Oct. 1— 
The four “p’s’—pulp, paper, print- 
ing and publishing—were divided 
into two branches in the recent 
reorganization of the Office of Pro- 
duction Management, and printing 
and publishing is now one of eight 
branches in the civilian supply 
| division of OPM. 
| Norbert A. McKenna, who headed 
the “four p” section when 
under the OPM production division, 
remains as chief of the pulp and 
paper branch. Temporarily, he is 
also heading the printing and pub- 
lishing branch but a permanent 
chief will be named in the near 
future. 

When the old “four p” section 
was first established and industry 
committees organized, publishing 
interests objected to being lumped 
together with the paper industry. 
After Leon Henderson entered the 
OPM picture as civilian supply 


lishers cooled on the idea of a sepa- 
rate section but the change was put 


it was | 


director it is understood that pub- | 


the use of chlorine as a bleaching 
agent in the production of paper 
has been ordered by OPM. Pulp 
and paper manufacturers were or- 


,dered this week to limit consump- 


tion of chlorine to 80 per cent of 
the amount used in the first half 
of 1941 and to 70 per cent in semi- 
bleached grades. Several months 
ago manufacturers voluntarily cut 
their use of chlorine to 90 per cent. 

The new order, called a “direc- 
tive,” will result in a darker shade 
of paper used for magazines, books 
and writing papers. Newspapers 
will not be affected. 


Warwick & Legler Adds 4 

Ben Alcock, formerly in the copy 
department of Sherman K. Ellis & 
Co., New York, has joined the copy 
staff of Warwick & Legler, New 
York. Dean Avery, formerly art 
director with Daniel Starch, New 
York, and Anna Russell, formerly 
with Compton Advertising, New 


York, have joined the art depart- | 


ment. B. L. Moyer, formerly in the 
media department of Ruthrauff & 
Ryan, New York, has joined War- 
wick & Legler in a similar capacity. 


S. H. Camp Names McC-E 


S. H. Camp & Co., Jackson, Mich., 


a 


RAILROAD HUMOR 


Mary, Mary, quite contrary 
Give up your one hoss shay 
You Il have a smile for every mile 


When you go the Zephyr way 


mmo hyrs 


TWICE DAILY TO THE TWIN Cities 
OVERNIGHT EVERY NIGHT TO DENVER 


M 4 Fox. District Pessenger Agent 
sco F enue 


Phone Penn ‘on 5 te 5820 
a The y 
hei” - ea 2 ee a u 


| 

| Latest recruit to the use of humor copy 
is the Burlington Railroad, which is ; 

| leasing a series of ads of this type ‘o 


| newspapers. Reincke-Ellis-Younggreen & 


of the construction news division of | anatomical supports, has named ae 
NATION-WIDE RAIL-AIR SERVICE / F. W. Dodge Corporation, New | through anyway. McCann-Erickson, New York, to | Finn is the agency. 
York. | Meanwhile, a further reduction in| handle advertising. 
7 : Burlington Using 
a) ’ « 7 ’ 
“SMOOTH AS STILL WATER” Nursery Rhymes 
to Push Zephyrs 
Chicago, Oct. 1.—Parodied Mother 
ok Goose rhymes, accompanied by hu- 
morous' illustrations, are being 
PRINTI NG PAPER used by the Burlington Railroad to 
promote the use of its Zephyr trains 
This departure from the railroad’s 
previous advertising approaches is 
based on recent surveys revealing 
Give all the b aut f * ae high readership for humorous copy 
e y o costly printing papers... Such characters as “Little Boy 
H 2 | Blue,” “Jack Spratt,” and others are 
at the price of ordinary paper! being played up in copy and illus- 
tration. The advertisements, two 
columns, 100 lines deep, are now 
being released to newspapers in 
vn san comee > De : _ 
YOu NEED the smooth beauty of Sevredcoad printing | Chicago, Denver, St. Paul, Minn 
; apolis and through the East by the 
papers to help boost the selling power of your adver- |railroad’s agency, Reincke - Ellis - 
tising. New and improved processes give Sere(coal | Younggreen & Finn, Chicago. 

— : . Now in production is a Mothe: 
papers super-smooth printing surfaces to insure uniformly Goose rhyme booklet for distribu- 
excellent printing results. Zeeedcoa? fully-coated printing tion to children riding the Zephyrs 

. j sters will be given crayons 
apers help to get your sale kly Youngsters will bts 
Pap P ‘ ed : rire orang aii quickly, with which to color the illustra- 
more dramatically ...with sharply-defined type... with tions. To stimulate reading of the 
fine-screen halftones... with brilliant color. booklet by parents, it carries a note, 
— . : “Bet you'll enjoy reading it, too.” 
You'll like the money-saving economy of Serelcoal si sie 
apers, too. By switching to erefcoad/ printing papers | 
Pap Y il nh sae ade aes Forms Own Company 
you can make interesting savings, without sacrificing qual- A 
. @ y ; : Jay Burns, Inc., a general adver- 
ity, because Lewedcoat printing papers give all the beauty tising agency located at 75 E. 
Pi ‘as 7 . Wacker drive, Chicago, has been or- 
) | ’ 
of costly printing papers at the price of ordinary paper: ganized by Jay E. Burns, well 
Many advertisers with small printing budgets, which known in Chicago banking and 
Ridlinie . , a business research circles, J. 
limited them to ordinary-appearing catalogs, circulars and Latchford and Sam T. Pierce. 
brochures, have switched to Yerelcoal paper. They now ee 
are benefiting from more sales-appealing printed adver- Adds William Bingham 
tising at little, if any, extra cost! William H. Bingham, formerly in 
‘ . —— the Chicago office of Macfadden 
Seeing is believing... Your printer or paper merchant Publications, has joined the Chicago 
‘ sales staff of The Saturday Evening 
will be glad to show you samples of the three types of Post. 
Levelcoat printing papers. Or, if you prefer, write direct a 
to Kimberly-Clark for free book, “Seeing is Believing’, 
which gives actual proof in one, two, three and four 
colors, of the fine printing and clear-cut reproductions 
you can expect with low-cost Zeeelcoal printing papers. | 
a" ae io a This interesting book will prove to you 
; that these new-type papers do more for 
3 [rufect’ the money! Seeedcoad printing papers 
il oo are available through your paper mer- MULTIPLE IMPRESSIONS 
os a a Paper chant. If you wish, inquire dire 
ily ee ae ‘ gee — Made super-smooth by new, exclusive coat- — ish, — direct. ON MASSES OF PEOPLE! 
“ Tare ing processes. For high-quality printing. 
KIMBERLY-CLARK CORP. 35.021.292 
’ ’ 
: * NEENAH, WISCONSIN “e Whaley Tax’ 
a m ect persons see M 128 
eS Established 1872 posters each week—on 9?" 
ae . 2 oe Lovelcoal Paper NEW YORK: 122 East 42nd Street cabs in 43 cities!  * 
. ie Oe A i : 7 re tips ass irculation! or de 
: Compenion to Trvfect of lower cost. Fer CHIC AGO: 8 South Michigan Ave. calle, ——— E. Whaley 
use where quality remains a foctor, but LOS ANGELES: 510 West 6th Street Co. Washington Building. 
less exacting printing results demanded. Louisville, Ky. 
. 
Multifect L 7 i 
Lovelcoal Paper * 
Where economy counts in volume printing, 
this grade does a splendid job. 
: Se, TRADE MARK 
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Institutional Ads 
Build Maryland 


Casualty Business 


Drive Begun in 1934 
Being Continued by 
Company 


Haltimore, Oct. 1.—Back in the 
cloudy days of December, 1934, 
when the economic weather signals 
seemed to flash nothing but storm 
warnings, the Maryland Casualty 
Company raised a telescope to its 
eyes and scanned the horizon di- 
rectly ahead. There was a promise 
of fairer skies because the company 
was just beginning to plot its course 
with the aid of a modest advertis- 
ing budget and this is the saga of 
advertising promises which came 
true. But let David C. Gibson, 
vice-president and director of ad- 
vertising of the company, give it to 
you right out of the log book: 

“Our advertising has been of a 
strictly institutional character and 
we have never felt that it would 
have an immediate or direct effect 
on our premium volume. We are 
doing this type of advertising as a 
long term investment as well as for 
the purpose of increasing and main- 
taining the morale of our sales or- 
ganization through constant mer- 
chandising of the program to them. 


“Aside from this there are so 
many other factors including the 
trend of general business which 


affect casualty-surety company vol- 
ume that it would be a mistake to 


attribute too much importance to 
the advertising program. We do 
know that during almost seven 


years of continuous advertising, the 
Maryland Casualty Company has 
come to be much more widely 
known throughout the entire coun- 
try and our branch offices and our 
agents report time and again that 
they are finding it easier to sel] 
Maryland policies. In addition, it 
is a fact that many insurance agents 
with an established following have 
been attracted to our company by 
the program.” 


Meat of the Program 


Having thus prefaced his re- 
marks, Mr. Gibson launched into 
the meat of the program with the 


observation that “the first magazine 
appearance in the company’s cam- 
paign was in December, 1934. Dur- 
ing 1935 we spent approximately 
$70,000 in general magazine space. 
There has been a gradual increase 
since that time, effected almost en- 
tirely because of rate increases in 
publications on our schedule, and 
this year we are spending $79,700 
In Magazines, exclusive of half a 
dozen papers in the insurance trade 
field which we are using for the 
purpose of merchandising our gen- 


eral magazine space to the coun- 
y's agency or sales force.” 
Business Week, Fortune and 


(ITH LARGEST WHOLESALE CENTER 


eng center of the South's biggest 
ade territory (76 counties with 2,561,528 


ne m), Memphis ranks 17th among 
meri n cities in volume of wholesale 
“les. Third in the South. Market sales 


Wer One billion dollars yearly. 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Seripps-Howard Newspapers 


Se Ris 
ee 


he 


Sok eis Fog Oe Sa 


Time have been on the Maryland 
“asualty Company's schedule from 
the start. This year the company 
is adding Newsweek. 

During the years this advertis- 
ing program has been in effect the 
company’s gross premiums have 
totaled as follows: 


lan 


1934 . $23,091,000 
1935 25,800,000 
1936 27,872,000 
1937 29,693,000 
1938 27,964,006 
1939 26,715,000 
errr ree Se ree 26,102,000 


Moves to New Oftices 

Post Exchange and Canteen, 415 
Lexington avenue, New York, has 
moved to 292 Madison avenue. 


Life Insurance 
Company Using 
Defense Theme 


Columbus, O., Oct. 1.—While 
sales promotion campaigns linked 
with national defense are in high 


favor just now, the national defense 
theme seems to be a particularly 
apt one for a life insurance com- 


pany, at least so the Columbus 
Mutual Life Insurance Company 
thought, and it has proceeded to 


act upon that thinking with a pro- 
gram which works the idea’s pos- 
sibilities to the limit. 

Entitled a “Victory Drive,” litera- 
ture announcing the campaign is 


made up in the form of a “V” and 


is printed in red, white and blue as 
well as profusely illustrated to give, 
extra emphasis to the spirit of vic- 
tory. Army officer titles will be 
given to participating representa- 
tives, the more insurance sold the 
higher the rank. Members of th: 
sales force are equipped with “V” 
badges. 

The defense idea is brought out 
by emphasizing insurance as prep- 


aration for an emergency, as the 
defense of home and family and 
that insurance funds directly aid 
government defense activities. The 


ownership and sale of life insurance 
is stressed as a manifestation of 
good citizenship. Special stationery 
has been printed for the drive. 


and Co- 


agency. 


Wheeler, 
lumbus, 


Kight 
is the 


Gainey, 


Starts Jiffy Index 

M. E. Weaver, former head of 
M. E. Weaver Syndicate, New York, 
has published the Jiffy Index of 
Advertising Agencies which com- 
bines a dual listing of all New York 
agencies with a Manhattan street 
number guide. 


ARE YOU USING 
CARRY-OVER 
ADVERTISING ? 


See Pg. 35 


CRAIG WOOD—/941 U. § 


A GREAT PAIK 


also winner 1941 Augusta Master's Open 


Open Golf Champion; 


It was a great pair of wrists that made Craig 


Wood the acknowledged 1941 national golf 
champion x It is a great pair of radio stations 
which advertisers are choosing to drive their 
messages into the greatest of all the nation’s 
defense-busy markets * The forceful selling 
power of WJR and WGAR “takes you around 
in less” in America’s foremost industrial area. 


BASIC STATIONS - - + COLUMBIA BROADCASTING SYSTEM - ~~ G. A. RICHARDS, PRES. 


Ditwe 
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* ++ EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVE 
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hips, Planes and Steel: How 
altimore Works for Defense 


Maryland Metropolis 

Booming as Result of 

Half Billion in Orders 
By SALEM RIVKIN 


Baltimore, Oct. 2.—Metropolitan 
Baltimore, a highly diversified in- 
dustrial and shipping center of 
more than a million population, is 
currently enjoying one of the larg- 
est business expansions in its his- 
tory. 

The national defense program is 
becoming an increasingly important 
factor in Baltimore’s _ business 
operations. Nearly half a_ billion 
dollars in primary defense contracts 
have been awarded to 
mately 150 local firms and institu- 
tions. This has necessitated the 


approxi- | 


employment of thousands of addi- | 


tional workers in defense industries 
and the investment of many mil- 
lions of dollars in new production 
facilities. This also represents the 
largest outpouring of business that 
has come to this conservative city 
in a long time. 

During 1940, according to the 
Industrial Bureau of the Baltimore 
Association of Commerce, 34 new 
manufacturing firms located in the 
Baltimore industrial area and 98 
existing concerns expanded their 
local plants. The combined new 
labor requirement for the 132 new 
factories and expansions was nearly 
16,500, while the estimated capital 
investment in new buildings and 
equipment amounted to approxi- 


mately $32,280,000. The 1940 fig- 
ures, when compared with the 


corresponding totals for 1939, indi- 
cate a gain of 33.2 per cent in the 


ar. was a 
Big kiagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


THERE SHE GOES 


The plant of the Bethlehem Steel Com- 
pany at Baltimore is doing its bit adding 


to the world's shipping tonnage. Here 

is the launching of the "Solon Turman,” 

fourth of a fleet of five ships built for 
Lykes Bros. Steamship Co. 


number of workers, and an increase 
of 63 per cent in the aggregate 
plant investment. 

Although a very substantial part 
of the community’s industrial prog- 
ress during the past year can be 
traced directly to the rearmament 
program, it is interesting to note 
that a large number of plants, 
whose production is not included in 
the preparedness program, also re- 
ported sizable expansions. 

New industrial developments in 
the Baltimore area during the first 
five months of 1941 continued at 
an accelerated pace, with a new 
labor requirement of 25,820 work- 
ers and an estimated plant invest- 
ment of $32,907,150 being reported 
by 11 new plants and 56 expansions | 
announced in the period from Janu- 


The rapid pick-up in local factory 
production which followed the 
inauguration 
paredness program in June, 1940, is 
reflected in higher employment and 
payroll levels, larger power and gas 
consumption, a greater number of 
freight car loadings, and a substan- 
tial increase in building operations. 
The broad expansions in consumer 
purchasing power that resulted 
from the sharp upturn in manufac- 
turing operations has also produced 
a marked improvement in nearly 
all departments of retail distribu- 
tion. 


How Indexes Stack Up 


Industrial employment in 
Baltimore area during the first four 
months of 1941 was 16.6 per cent 
above the corresponding period in 
1940. Industrial payrolls were up 
30.7 per cent, department store 


sales rose 20 per cent, new passen- 


ger car sales jumped 38 per cent, 


/ and the dollar volume of individual 
| checking transactions, 


one of the 
best indexes of general business 
activity, expanded 22.2 per cent. 
Total sales of electricity increased 
17.6 per cent, and the consumption 
of gas for industrial and commer- 
cial purposes advanced 14.2. per 
cent. Each of these business in- 
dexes not only registered a sub- 
stantial gain over 1940, but also 
made the best showing for any 
similar period on record. 

The greater part of Baltimore's 
defense activities is centered in the 
steel, aircraft and_ shipbuilding 
industries. Furthermore, the com- 
pletion within the next few months 
of new facilities for materially 
expanding the city’s output of ships 
and airplanes will add many thou- 
sands of workers to the large num- 
ber already employed in_ these 
industries. 

The Glenn L. Martin Company, 
which is now employing about 
22,000 at its huge aircraft factory 
on the 


of the gigantic pre- | 


the | 


outskirts of Baltimore, is | 


lary through May. The announced 
results for January alone were the 
|largest for any single month since 
the local Industrial Bureau was 
| organized in 1919. 


ROTO-LITH CO. 


ed. th A A A t-4 | ment of 42,000 
201 N. WELLS ST. CHICAGO. 


1942. The new manufacturing space 


DEA.8S5S7 + HEM.2z2Il. 


| will, when completed, bring 
/total floor area to over 2,200,000 


|expected to have a peak employ- | 
sometime during | 


being erected at the present plant | 
the | 


BOOMING PORT OF BALTIMORE 


| 
| 
| 


Rated the third seaport in the United 


eel 


States for total cargo activity, the por: 


| 
of Baltimore is one of the busiest in the country. 
| 


| by the addition of at least two more 
|ways. In 1940 the Sparrows Point 
yard built eight ships. During the 
| present year it is expected to in- 
|erease this number to 14 ships, 
many of them 15,000 ton vessels, 
/500 feet or more in length. 


Building 62 Cargo Vessels 


The Bethlehem-Fairfield Ship- 
| yard, Inc., a newly organized con- 
cern which is being operated by 
the Bethlehem Steel interests, has 
| been awarded contracts for the con- 


gency cargo vessels at an estimated 
cost of more than $94,000,000. The 
company is building 12 ways to 


supplement the four ways recently 
acquired from the Union Shipbuild- 
|ing Company. This plant, when 
completed later this year, will 
|}employ approximately 10,000 work- 
ers at the yard and at the nearby 
fabricating plant. 

The Maryland Dry Dock Com- 


struction. in Baltimore of 62 emer- | 


pany, a subsidiary of the Kopprers 
Company, is spending $4,500,000 jn 
its Fairfield plant in an effort to 
meet, as far as possible, the - 
creased demand for large ship 
repairs. The company is now work- 
|ing three shifts, and employs about 
5,000 workers. Likewise, Bethle- 
hem Steel’s ship repair plant in 
South Baltimore is being consider- 
|ably augmented to handle a greater 
volume of repair work. This plant, 
employing over 2,000 workers, is 
one of the largest and best equipped 
ship repair stations in the country 


Enlarging Repair Facilities 


An expansion program of the 
|U. S. Coast Guard boat building 
and ship repair plant at Curtis Bay 
was inaugurated early in April 
Two building ways and a dry dock 
will be constructed there at a cost 
of approximately $3,000,000, to pro- 
vide for the building and dry dock- 
ing of cutters up to 350 feet in 
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|square feet, making it one of the 


largest airplane construction units | 
in the world. In addition, the Mar- | 
tin Company has another large | 
plant about a mile east of its pres- 
ent plant at Middle River. These | 
two plants contain about 90 acres 
of floor space. 


Steel, Planes and Shipbuilding 


The magnitude of the Martin 
Company's operations can be fur- 
ther judged from the fact that its 
contracts with the United States 
and British governments call for 


|the delivery of aircraft and parts 


valued at more than $400,000,000. 
The Sparrows Point Works of the 

Bethlehem Steel Company, the 

world’s largest tidewater steel 


/plant, is turning out huge quanti- 


ties of iron and steel products for 
use in the defense program. Em- 
ploying a total of 26,000 workers 
in its steel and shipbuilding divi- 
sions, the plant is operating at the 
highest level in its history. While 
no large primary defense contracts 
have been allocated to the steel 
division, a very substantial percent- 
age of its output is being used in 
connection with the defense pro- 
gram, both by its shipbuilding divi- 
sion and by prime contractors gen- 
erally. 

As in the last World War, Balti- 
more is rapidly expanding its ship- 
building activities. At the busy 
Sparrows Point shipyard of the 
Bethlehem Steel Company ships 
are being built to the full capacity 
of the yard. The two shipbuilding 
ways which it had in 1936 have 
recently been expanded to seven 
ways, all but one of which can 
accommodate vessels up to 600 feet 
in length and 75 feet in beam. 
Plans are now being developed to 
increase the capacity of the yard 


NEW AIRPLANE PLANT FOR BALTIMORE AREA 


One of the newest additions to Baltimore's industrial life, this Glenn L. Martin 
Co. Plant No. |, shown here as it will appear when finished, will expand the 
company's airplane manufacturing facilities by 2,333,079 square feet. 
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A BALTIMORE INSTITUTION 
IS NOW ONE OF THE 
KEY STATIONS OF THE 


MUTUAL NETWORK 


NATIONAL REPRESENTATIVE: EDWARD PETRY & co. 
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length. Approximately 2,000 per- 
s( are currently employed at this 
yard. 
hen the community’s shipbuild- 
ing activities get fully under way 
lat r on in the year, the number 
of workers required will be con- 
ably greater than the estimated 
99.:00 employed in local shipyards 


ig World War I days. 
(ther Baltimore industries hav- 
ins important primary’ defense 
cortracts are manufacturing gun 
car-iages, cartridge cases, cotton 
duck, mattress covers, clothing, 
am nunition parts, and a_ wide 


range of other types of equipment, 
materials and supplies. 

th its position strengthened by 
the recent widening and deepening 
of the Chesapeake and Delaware 
Shiv Canal, Baltimore again, as in 


1917 and 1918, has become an im- 
portant center for the exportation 
of war materials to the Allied 
countries and for the shipment of 


lies to our own off-shore bases. 
Huge Harbor Busy 
Baltimore’s port and 
advantages were immediately util- 
{ in connection with the national 
program. The _ port 


1Z¢ 
detense 


materials. It also has been em- 
ployed to handle much of the trade 
expansion with Latin America and 


the Far East. Its railroad marine 
terminals, offering quick freight 
transfer and specialized handling 


equipment, have been a vital factor 
in the present emergency, and have 
demonstrated their ability to handle 
large traffic increases without con- 
gestion or delay. 

Baltimore’s harbor has about 40 
miles of water frontage, with a 
minimum ship channel depth of 35 
feet dredged to many of its modern 
piers and marine terminals. The 
port facilities and equipment, util- 
ized by shippers in nearly every 
state and the Dominion of Canada 
represent a total investment of 
more than $150,000,000, with about 
15,000 employes required to load, 


shipping | 


was | 
selected as an assembly and distri- | 
bution point for strategic imported | 


f Baltimore 
since 1922 


, 


Oplumbia Basic 
“since 1927 — 
Acasting on 600 ke. 


unload, and service the 4,000 ships 
that annually arrive at the port. 


Retail Sales Well Up 

The sharp rise in local purchas- 
ing power is being reflected in a 
larger retail demand for wearing 
apparel, house furnishings, electri- 
cal appliances, automobiles, and 
many other kinds of consumer 
items. The city’s department store 
sales for the five months of this 
year were 20 per cent ahead of the 


like period in 1940, according to 
figures compiled by the Federal 
Reserve Bank of Richmond. De- 


partment store business for the first 
five months of 1941 established the 
best record for any similar period 
since the statistics were first com- 
piled by the Richmond Bank in 
1920. 


The 13,802 new passenger cars 
sold in Baltimore City alone during 
the five months from January to 
May, inclusive, were 39.9 per cent 
greater than in the corresponding 
time of 1940, the previous peak 
period. Based upon reports of the 
Automobile Trade Association of 
Maryland, new passenger car sales 
for the first 10 days of a spring 
month were almost 60 per cent 
ahead of the same time last year. 


Retailers Expand Quarters 
Among the noteworthy expan- 
sions under way in the retail field 
are the large additions to the Hutz- 
ler Brothers Comany and the May 
Company, two of the city’s leading 


department stores. The improve- 
ment at Hutzler Brothers calls for 
the erection of five additional 


stories to the five-story section built 
in 1932, bringing the total floor 
space in the store to approximately 
500,000 square feet. The eight- 
story expansion program under way 
at the May Company will increase 
the floor area of the store to 320,000 


square feet. Hochschild Kohn & 
Co., another large Baltimore de- 
partment store, is constructing a 


four-story service and 
building. This modern structure, 
which will contain over 157,500 
square feet, will combine the store’s 
delivery and warehousing activities 
into one compact unit. 

The population of Baltimore in 
1940 was 859,100. This represented 
an of more than 54,000 
over the census count for 1930. The 
city’s population increase of 6.7 per 


delivery 


Increase 


cent between 1930 and 1940 was the 
third highest reported for the first 
ten American cities. The popula- 
tion of Baltimore’s metropolitan 
district passed the million mark for 


“He WFDF, 


heads 
Flint, Michigan, when he’s hunt- 
ing big game.” 


always for 


4s 


OU will be sincerely welcomed . . . you will receive courteous and friendly atten- 

tion . . . your sales talks will be listened to by people who are ready, willing and 
able to buy your product or service, if you cultivate this friendship — regularly! 

With the 19 local stations of The Yankee Network, you have the persuasive contact 


approximating personal calls on 7,321,786 poten- 


consistency. 


tial prospects, the largest radio audience in New 
England . . . a market no single station or small 
group of stations can possibly cover, adequately. 

If you're already established in this market, 
The Yankee Network will keep your sales at key 


If you're a newcomer, the long established 
acceptance of these 19 stations gives you essen- 
tial, effective, two-fold dealer-consumer sales 
influence. Consider these factors before you 
complete your fall and winter radio campaigns. 


th ’ 
babs Le by 3 


ona Yankee Network Introduction 


WNAC WFEA 
Boston Manchester 
WNBH 
APA New Bedford 
WBRK 
WEAN 
Providence Pittsfield 
WNLC 
WTAG New London 
Worcester 
WLNH 
an Icc Laconia 
New WRDO 
Augusta 
WCSH 
WCcouU 
Portland Lewiston 
WLLH a 
Lowell WHAI 
Lawrence Greenfield 
WSAR WSYB 
Fall River Rutland 
WLBZ WEL! 
Bangor New Haven 


THE YANKEE NETWORK, INc. 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive Notional Soles Representatives 
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the first time in 1940, increasing by modating four people and renting . EA RAM' UINTETS FIND SIX A CROWD 
approximately 97,000 since 1930. for $25 a month. Consumers Fail S G s Q 

Although there are no official sta- Fourteen months of national de- . - 

tistics available on the city’s pres- fense activity has awakened Balti- to Accept Vitamin a Seagram keeps the 

ent population, the current figure is more to some of its problems. Tra- —s — aD 


estimated from 50,000 to 75,000 new 
workers, allowing both for the 
natural increase and for the influx 
of workers seeking employment in 
defense industries. 

New Construction Going Ahead 

The growing demand for new 
housing facilities is being met by 
a broad expansion in new dwelling 
construction. The number of new 
dwelling units added last year in 
privately owned structures was 
2.928, or a gain of 629 units over 
the number provided in 1939. The 
value of permits issued for private 
residential structures during the 
period from January through May 
amounted to $6,094,300, compared 
with $4,201,880 for the same period 
of 1940. The 1,629 _ individual 
houses and 54 apartment buildings 
permitted in the five months of 
1941 are designed to accommodate 
a total of 2,015 families, while simi- 
lar structures erected during the 
like period of 1940 contained but 
1,301 family dwelling units. The 
Farm Security Administration 
recently opened a trailer project off 
of Eastern avenue, near the Glenn 
L. Martin plant. There are 200 
trailers in this park, each accom- 


ditionally regarded as conservative, 
Baltimore is faced with the neces- 
sity of finding an adequate solu- 
tion to its traffic problem. Fifty 
manufacturing establishments have 
agreed to use stagger plans in order 
to help relieve traffic congestion. 
Officials of the Baltimore Transit 
Company are prepared to take care 
of the additional increase in car and 
bus riders by having on order 35 
more street cars and 30 busses. 


Scott Paper Adds Plants 

Scott Paper Company, Chester 
Pa., through a newly constituted 
subsidiary, Marinette Paper Com- 
pany, Marinette, Wis., has pur- 
chased from Internaiional Paper 
Company, New York, plants and 
manufacturing facilities located at 
Marinette, Wis., and Glens Falls, 
N. Y. Raymond C. Mateer, vice- 
president of Scott Paper, has been 
elected president of the new Mari- 
nette Paper Company. 


Peggy Foley Leaves KSFO 

Peggy Foley, formerly in the 
special events department of KSFO, 
San Francisco, has joined the Holly- 
wood branch of Needham, Louis & 
Brorby. 


Enriched Bread 


New York, Oct. 1.— Despite 
vigorous promotion of  vitamin- 
enriched bread throughout the 
country, consumer acceptance of 
the new product has not come up 
to expectations, it was hinted last 
week at the 32nd conference of the 
Quality Bakers of America. Ex- 
panded promotional efforts on the 
part of the government are needed 
to put across the educational pro- 
gram, members of the industry 
asserted. 

Employment of the enrichment 
process was said to entail an expen- 
diture of between $125 and $150 a 
month for the average medium- 
size bakery. This added cost has 
been absorbed by bakers as a “pa- 
triotic gesture”, the conferees 
pointed out, but unless. greater 
volume is stimulated the load will 
become increasingly difficult to 
carry. 


Ferris Joins Solar 

Phillip L. Ferris, formerly with 
Continental Can Company, Los 
Angeles, has been named advertis- 
ing manager of Solar Aircraft Com- 
pany, San Diego. 
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It’s Pumpkin Pickin’ Time 
Out Wichita Way! 


Of course you've heard of Kansas 


and its booming market, 


Wichita. Youve heard. too. 


that long before Defense the average Wichita family had $268 more a year to spend on the things 


you sell than the average American family. 


may seem, about the selling successes of AFH. 


No doubt you've heard the rumors. 


fantastic as they 


Now. however, you can go off the deep end, because Wichita has become one of the nation’s first 


cities on a basis of per capita market potentials. 


lies has received over 2 


Yes, Wichita with 35.000 happy, prosperous fami- 
15 million dollars worth of Defense contracts. 


That's all over and above 


gravy. so to speak-—Wichita’s steady income from wheat. cattle and oil. 


Thats why we say 


Pumpkin Pickin’ 
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Tenn D Gillett Field Strength Soreera 1838 The Only Full Time CBS Outlet 


Map Shews Coverage te the .1MV/M Line 


CBS -« 


Time out in Wichita 
highest return on your advertising investment. 
from past performance on successfully selling that 
market, youll want to pick 


the market that offers you the 


And 


That Selling Station for Kansas! 


CHITA 


5000 WATTS DAY AND NIGHT ....... CALL ANY EDWARD PETRY OFFICE 
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2 .. blends extra 


TOUGHNESS OUT 


PLEASURE IN | 


Here vou see RICHNESS and PL Avon 
And non chat men lhe to savor 

And sMooTHNESs and LIGHTNESs- 
The all-around rightness 


Thats keeping our 5 Crown in favor 


For Seagram bids TOL GHNESS goud-by< 
Extra Pleasure s the main reason why 
Our 3 Crowe w kinder, 
So heres a reminder 


To ‘say Seagram ’s” next time you buy 


iw 


EAGRAM’S. 
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e AND OS 


eewtral sperets Seagram Dhstellers € onper ation 


A quintet of trade characters, 


created for Seagram Distillers by Cartoonist 


Russell Patterson, is starring in a new campaign for Five Crown whisky this fal 


appearing in 250 newspapers in monopoly states. 
Warwick & Legler is the agency. 


a week, in sizes up to 450 lines. 


Copy is running at least once 


Drug Companies 
Spent 15.1% of 
Sales on Ads 


Washington, D. C., Oct. 1. 
Seventeen major corporations en- 
gaged in the manufacture of drugs 
and medicines spent an average of 
15.1 per cent of sales for advertis- 
ing in 1939, the Federal Trade Com- 
mission reported today in the course 
of its project to analyze financial 
statistics in principal industries. 

Items listed as “expenses” in the 
analysis represented 37 per cent of 
total with advertising the 
largest single component. Selling 
expenses accounted for 12.1 per 
cent, administrative and 
office expenses 6.2, all social secur- 
ity and pension fund payments 0.9, 
all taxes except income 1.6, and 
research and development  out- 
lays 1.1. 

Operating ratios for the 17 firms 
in 1939 showed costs of goods sold 
represented 45.9 per cent of sales 
Raw materials accounted for 28.6 
per cent, production wages and 
salaries 8.3, other costs not listed 
above under “expenses” 6.4, depre- 
ciation and obsolescence of produc- 
tion facilities 1.3, and finished goods 
bought for resale 1.3. This left a 
gross margin on sales of 54.1 cents 
per sales dollar. After deduction 


sales, 


general, 


for uncollectible accounts of 0.3 pe 
cent and other operating revenue of 
0.1 per cent, the average net protit 
was 16.9 cents per dollar. 

The survey covered 23 corpora- 
tions but six failed to submit satis- 
factory information on costs and 
expenses. Hence, the breakdown of 
operating statistics was limited by 
FTC to the 17 companies supplying 
complete data, The 23 companies 
had an average rate of return on 
invested capital of 24.7 per cent, 
the rate for individual companies 
ranging from 1.2 to 55.1 per cent 


“Liberty” Moves Offices 


The Detroit offices of Libert 
have been moved to the Fishe 
bldg. from the New Center bldg 
After Oct. 1, Liberty will have 


Cleveland office in the Terminal 
Tower bldg. headed by Robert W 
Richardson, formerly of the Detroit 
staff. 


Mutual Adds Two 


Stations WCOS, Columbia, S. C., 
and KBTM, Jonesboro, Ark., have 
joined the Mutual Broadcasting 
System as affiliates, bringing the 
total number of MBS outlets to 175 


Basch Radio Appoints 

Basch Radio Productions, New 
York, has appointed Robert Foster, 
with offices in the Statler building 
Boston, as New England represen- 
tative. 


- ANNUAL . 


NATIONAL HOTEL 
EXPOSITION 


‘November 10-14, 1941 
GRAND CENTRAL PALACE « NEW YORK ~ 
following the ancual convention of the 


AMERICAN HOTEL ASSOCIATION 
NOV 6TH TO 9TH, IN NEW YORK CITY 
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ADVERTISING AGE 


Tabloids, Comics 
Favorite Soldier 
Reading Matter 


ishington, D. C., Oct. 1— 
Tabloids and comics are the favor- 


ite reading materials for soldiers, 
acc rding to a small survey made 


at Fort Dix, N. J., by Dr. Lyman 
Bryson of Columbia University for 
the Office of Defense Health and 
Welfare Services and with the 
c( ration of the Army. 

Reading habits of 100 men from 
all parts of the country and with 
varying economic and social back- 
spounds were studied. It was found 
that more than 60 per cent of the 
me questioned had shifted their 
newspaper reading toward tabloids. 
Magazine reading, with the excep- 
tion of picture publications, showed 

imp. 

Some soldiers find time for litera- 


ture. Of the books read, more than 
70 per cent were biographies, 
ranging from “Mein Kampf" to 
“How to Commit Murder.” Popu- 
lar titles included ‘Mussolini,” 


“Out of the Night,” and “Readers’ 
Digest Reader.” Among fiction, 
western stories led by a wide mar- 
oO a 


Rockefeller Office 
Mails Radio Programs 


Nelson Rockefeller’s Office of the 
Coordinator of Inter-American 
Affairs has begun weekly mailings 
of United States short-wave radio 
program schedules to Latin Ameri- 
can nations. The first mailing in- 
cluded 40,000 programs, printed in 
three languages, English, Spanish 
and Portuguese. 

Only programs _ broadcast in 
Spanish are listed on the Spanish 
schedules and the same practice is 


followed for the other languages 
The Rockefeller office took the step 


in an effort to counteract large 
expenditures for advertising short- 
wave schedules made by axis na- 
tions in Latin America. 


Union Raises Two 

Union Premier Food Stores, Phil- 
adelphia, has advanced George 
Friedland to president, succeeding 
Samuel Friedland, who became 
hairman of the board, and Hess 
Kline, formerly treasurer, was 
elected vice-president and_ treas- 
ure! 


Jelke Releases Plans 


John F. Jelke Company, Chicago, 
has released its fall advertising 
plans which couple radio and out- 


door advertising. A three-times 
weekly program has begun on be- 
half of its Good Luck margarine, 
and outdoor posters have been 


erected. 


Sentence 2 for Pound 


Martin J. Lavan, who in 1938 was 
legal adviser to Michigan's auditor 
general, and Hyman _ Levinson, 
Farmington publisher who accepted 
tax sale advertising, have been con- 
victed of fraud in connection with 
the state tax sale advertising and 


sentenced to from 18 months to five 
years in state prison. 


RESPONSIBLE 
selling. ..to a 
RESPONSE-ABLE 
audience in the 
central southwest 


KWKH 


HREVEPORT | 
OUISIANA 


50,000 WATTS 
a 
by The Branham Company 


GM Shutffles Personnel 


L. C. Goad, formerly assistant to 
W. C. Williams, vice-president in 
charge of the accessory group, has 
been named assistant to Albert 
Bradley, vice-president of the car 
and truck group of General Motors 
Corporation, Detroit. F. L. Burke, 
general manager of Guide Lamp 
division, became assistant to Mr. 
Williams, and was succeeded by 
C. A. Michel, formerly Guide Lamp 
factory manager. H. W. Anderson, 
formerly on the corporation’s labor 
relations staff, became assistant to 
B. D. Kunkle, vice-president in 
charge of personnel staff. 


Agency Shifts Waterston 

Harry C. Waterston, art director 
of Deutsch & Shea Advertising 
Agency, New York, has been made 
an account executive. 


Labeling Snarl 
Untangled in 
Federal Court 


Milwaukee, Oct 1—A_ differ- 
ence of opinion as to what consti- 
tutes labeling and advertising arose 
in federal court here in the govern- 
ment’s case against Dr. Royal Lee, 
operator of the Vitamin Products 
Company, Milwaukee. 

Carl Becker, an assistant United 
States district attorney, contended 
that the display of literature pro- 


claiming the therapeutic value of 
Dr. Lee’s vitamin tablets consti- 
tuted mislabeling. Federal Judge 


F. Ryan Duffy maintained, however, 
that the display of literature in 


connection with a product on a 
shelf or display counter of a deale1 
is not labeling but advertising. 
Judge Duffy held that “it would 
be a case of legislation by judicial 
construction to say literature placed 
on shelves, display counters or in 
Window displays comes within the 
definition of labeling. It is adver- 
tising pure and simple.” Becker 
said he would either appeal the 
opinion or amend the complaint 
before bringing the suit to trial 


“News Flashes” Appoints 


James A. Ward has been ap- 
pointed advertising representative 
of News Flashes, Des Moines, la., 


the official publication of the Iowa 
Retail Lumber Dealers’ Association. 
His address is 203 N. Wabash ave- 
nue, Chicago 


Weed Joins Devine 


R. Merlin Weed has joined the 
New York sales staff of J. J. Devine 
* Associates. He was _ formerly 
sales manager of the New York 
office of A. E. Clayden. 


WATN to Burn-Smith 


Station WATN, Watertown, N. Y., 
has appointed Burn-Smith Com- 
pany as national sales representa- 
tive. 


DEFEND YOUR POST- 
WAR SALES WITH 
CARRY-OVER 
ADVERTISING! 


See how on P¢. 35 


In this streamlined age an out- 


standing example of effective “capsu- 


lized” concentration is the great Los 


Angeles A.B.C. City Zone...a market 


of more than 1.95 


9,824 people that 


constitutes over 70 per cent of Los 


Angeles County's entire population... 


an unusually affluent market that 
accounted for $981,861,000 in 1939 


annual retail sales, or 74.6 per cent 


of the county's total. 


Add to all this normal activity the 
more than a BILLION AND A HALF 


DOLLARS in defe 


nse contracts and 


more still pouring in...a source of new 


wealth and a PLUS 


market of titanic 


proportions that emphasizes even 


more strongly the richness of this 


‘compact area which even now has 


registered such gains in population 


that 1940 census 


obsolete. 


figures are already 


To develop quick, lasting de- 


mand and profitable distribution in 


this abundantly fertile and closely knit 
FIRST market of the West, cover it 


with The Los Angeles 
and Express... FIRST 


tion... FIRST in 


circulation... FIRS 


among all daily 
entire West! 


LOS ANGELES 


posta bga 


PAUL 


Represented Nationally by 


Tin 


Evening Herald 
in city circula- 
city and suburban 
total circulation 


newspapers in the 


EVENING 


BLOCK AND ASSOCIATES 
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October 6, 194; 


Nelson Orders 
43% Refrigerator 
Production Cut 


Washington, D. C., Sept. 30.— 
Curtailment of 43.2 per cent in pro- 
duction of mechanical refrigerators 
for the five-month period ended 
Dec. 31, 1941, was ordered today 
by Donald M. Nelson, priorities di- 
rector. The cut is based on average 
monthly factory sales during the 
year ended last June 30. 

The order 
mendations by Leon Henderson’s 
civilian supply division that output 
during the year begun Aug. 1 be 
limited to 2,007,000 units. This 
represents a decline of 45.5 per cent 
in production during the base year, 
which means that unless the mate- 
rial situation eases and the limit is 
raised, curtailments beyond the five- 
month period covered by today’s 


was based on recom- | 


| cast over 


| who 


other scarce materials will be 
saved for defense uses as a result 
of the order. Efforts are now being 
made by the Office of Production 
Management to relieve distress 
among the 30 plants and 45,000 
workers affected by the refrigerator 
order. These plans include training 
labor for defense jobs, shifting 
trained men to defense work, and 
granting contracts in areas hard hit 
by the curtailment. 


Radio News Sells 
Mortuary Service 


Bureau of Radio 
National Association of Broadcast- 
ers, has issued a pamphlet in its 
“Results from Radio” series, telling 
how Gauss Mortuary, Peoria, in- 
creased its business by means of 
sponsorship of a daily news broad- 
Station WMBD, Peoria. 
The brochure quotes the sponsor 
reports that brief and re- 
strained commercials have resulted 
in many compliments and no criti- 


order will be slightly higher to 
compensate for the fact that the first | 
order was slightly lower than the 
projected figure for the entire year. 

Although the total to be manu- 
factured during the model year now 
under way is well below actual out- | 
put of recent years, it is still higher | 
than most years since 1929. It is 
estimated that 700,000 units of cur- 
rent output will be needed for re- 
placement of worn-out refrigerators. 
The rest will be available for new 
installations. 

The program was worked out for 
only five months, including two| 
already past, because future condi- 
tions are unknown. Manufacturers 
who have been producing at a much 
greater rate than that permitted in| 


cism, along with a 43.3 per 


of media, 
concentrated in 
are the only 
their number 


radio. 
other medium 


Sears, FTC Agree on 
What “3-Ply”” Means 


Sears, Roebuck & Co., 
has stipulated with 


using the term “3-ply” 


word “ply” so 
“braided” 
spicuous 


long 


letters immediately 


cent 
increase in mortuary business. Al- 
though formerly a user of all types 
the Gauss budget is now 
Calendars 
and 
has been cut in half. 


Advertising, 


Chicago, | 
the Federal | 
Trade Commission that it will stop | 
in advertis- 
ing its garden hoses which do not| 
contain three layers of cotton duck. 
Sears will be permitted to use the 
as the word) 
is printed in equally con- | 
adja- | 


; cent, so as to indicate clearly that | 
the order will have to curtail oper- the ply in the hose is braided. 
ations sharply in order that their) The stipulation also includes 


five-month production does not ex- 
ceed the 43.2 per cent total 
mitted. 

Substantial amounts of steel and 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing —-Mimeographing 
THE LETTER SHOP, Inc. 


440 8S. Dearborn St. 
CHICAGO 


per-|ing that its hoses are 
tougher or more serviceable 
other hose of similar 
which is sold by competitors, 


Jackson Joins Clayden 


York, 


vertising Agency, New York. 


Stuart J. Jackson has been ap- 
pointed sales manager of the East- | 
ern division of A. E. Clayden, New | 
newspaper representative. He 
was formerly in the copy and pro- 
Wabash 653 | @uction department of Folkart Ad-| 


IT’S NO WONDER! 


SO WILL YOU 


WHEN YOU GET RESULTS 
LIKE THESE: 


* W. F. McLAUGHLIN & CO., 610 N. LaSalle 
Street, Chicago, Illinois. **... We also wish to 
confirm the fact that our customer A. Frey & Son 
of Paris, Illinois, more than doubled his purchases 
during the months of December and January, 
which we feel is due to your broadcasts. Also Mr. 
Van Dyke has opened 14 new accounts in the last 
30 days in the area covered by your broadcast.’ 


4 REINCKE-ELLIS-YOUNGGREEN & FINN, 520 
North Michigan Avenue, Chicago. **.. . records 
show that WDZ cost per inquiry is lower than any 
station on the list. As a matter of fact, per dollar 
invested in advertising over your station, the re- 
sults compare favorably with any media used by 
The Keeley Institute.’ ’ 


* THE TRAVELERS CASUALTY INSURANCE 
COMPANY, 166-172 W. Jackson Bivd., Chicago. 

. 1 have also noted the excellent quality of 
these inquiries as judged from the percentage of 
closures made by our salesmen. | am very much 
pleased with this record and | have authorized 
our advertising agency to renew our contract.’’ 


Yes WDZ rouxs are THE Salt of the Earth 


THEY WORK WITH rein Je (AND BUY WITH woZ 


ee YS ae 
RADIO FAMILIES” 


t, 
. 


LETTERS IN 1940. 


Way ei res 
“511 DRUG STORES —— 
4,388 GROCERS. | 


S70) Om Tet fae 


HOWARD H. WILSON CO. 


NEW YORK 
CHICAGO KANSAS CITY 
$T. LOUIS 


* WOZ BROADCASTING COMPANY & 


Sears’ promise to desist from claim- | 
stronger, 


| 


than | 
construction | 


| 


| 


Getting Personal 


Home for a visit was Dorothy Anderson, graduate nurse from Johns 
Hopkins hospital, and eldest daughter of George Anderson, advertising 
and sales promotion mgr. of Schenley Distillers, Boston. . . Add tough 
breaks: Tom Sanders, art director of Atlanta Paper Co., Atlanta, lost 
two fingers on his talented right hand when cutting backing for a 
large piece of artwork .. . says he'll do better than ever when the 
bandages come off. . . 

Hamilton Cochran, head of creative work in Reuben H. Donnelley’s 
direct mail division, and formerly on the governor’s staff in the Virgin 
Islands, has authored a new book for juveniles called “Buccaneer 
Islands.” . . 

Wedding bells rang for Willis Edwin Allen, ad. dept., Montgomery 
Ward & Co., New York, and Madeline Blague in Faith Congregational 
church, Springfield, Mass. . Samuel A. Schwarz, president of the 
Rochester Sales Managers’ Club 
and former advertising manager 
of Rochester’s Democrat and 
Chronicle, has been appointed a 
member of Niagara University’s 
faculty and will lecture on ad- 
vertising. .. 

Chief Crier of the Town Criers 
of Rhode Island is J. Nelson 
Alexander, Glencairn Mfg. Co... 
Heading Pittsburgh’s United 
Fund campaign’s public relations 
division, Robert S. McCarty, Pitt 
Adclub prexy and Philadelphia 
Co. a. m., can count on such 
staunch helpers as J. B. Rock, 
g. m., for KDKA and Oliver J. 
Keller, pres., and ed. of Post- 
Gazette. .. 

Harold Fair, program director 
of WHO, Des Moines, headed 
the committee of Drake Univer- 


“OUCH! THAT HURTS!" 


KSTP, and 
vice-president of the Minneapolis Adver- 


Ray Jenkins, sales manager, 


tising Club, is the guinea pig for Dr. 
W. H. Judd, former Mayo clinician, who 
addressed the club on his experiences in 


Sity’s football ticket drive. treating thousands of wounded in China. 
William A. Baldwin, president  Kibitzer clinician in center background is 
of KOY, Phoenix, back at his Frank Kiewel, advertising manager, Min- 
desk after a West Coast vacation. neapolis Brewing Company, and club 
., James Lightbody, pub. dir. of president. 

B. C. Electric Railway Co., Van- 

couver, progressing satisfactorily after a serious illness. While 
Phillip C. Roettinger, former member of ad_ staff of Cincinnati 


Times-Star, watched the aurora borealis the other night from his 
back yard, his home was burgled by a burglar with no taste for the 
wonders of nature. . . 

Esmeralda Mayes, Mademoiselle’s Midwest editor, will be married 
to Alfred E. Treen in St. Louis Oct. 25. Lake-Spiro-Shurman, 
Memphis, is the architect’s haven, what with Irvin L. Bogin, production 
manager, Norton Rosengarten, a. e., and Harry Schoor, art director, 
all proud new home owners. . . 


Plea R. Pettit, ad. dir. of Memphis Publishing Co., waited three 
months to go to Norfolk, Va., to see son Jack, training in Navy; a 
week before the vacation came, Jack was transferred to Pacific 
Coast... 

John Monsarrat, v. p. of Platt-Forbes in the Hartford office, arrived 
from foreign parts on the Yankee Clipper recently. .. A 12-acre estate 
at Tuxedo, in Rockland County, N. Y., is the new camping ground of 
Harry Barnhart, copywriter at Federal Advertising Agency. The 
property, including an eight-room farmhouse, caretaker’s cottage and 
barn, not only boasts a view of the Ramapo Mountains but distin- 
guished neighbors—Maurice Evans and Helen Hayes. . . 

Extracurricular duties of Edward J. Murphy, v. p. of Eagle Printing 
Ink, this fall will include his job as foreman of the Bergen County, 
N. J., grand jury. . . William G. Mennen, president of Mennen Com- 
pany, played host at a cocktail party and buffet supper in honor of 
Victor McLaglen and Edmund Lowe, stars of the new Mennen radio 
program, “Capt. Flagg and Sgt. Quirt.”. The party was held in 
Hollywood where John H. Miller, Mennen sales promotion manager, 
is also headquartering while the program gets under way. . . 

When the ancient jaloppy which has been carrying the mailman 
of Babylon, L. I., on his daily route gave signs of imminent disin- 
tegration, Mrs. Charles J. Heale, wife of the editor of Hardware Age, 
started off a campaign to buy him a new chariot with a $5 contribu- 
tion. Among the other local residents who are backing the worthy 
cause is J. Voorhies, Manhattan agency head. . . 


CHEVROLET ADVERTISING RUNS GAUNTLET 


i 


ot PG eS ge 
rr 


William E. Holler, general sales manager, Chevrolet Division, General Motors 
Sales Corp., standing, compares Chevrolet ads of former years with copy for 1942 


models in conference with staff and agency men. 

Clark, assistant advertising manager, Chevrolet; R. H. Crooker, executive vice- 

president, Campbell-Ewald Co.; King M. Chase, assistant general sales manager, 

Chevrolet; Ed Nimnicht, assistant general sales manager; C. P. Fisken, advertis- 
ing manager, and T. F. Keating, assistant general sales manager. 


Sitting, left to right, James 


Jimmy James, Blue network sales promotion manager, is cele- 
brating his 14th anniversary with NBC. He set up the promotion 
department and has served in it continuously. . . 

Lt. Alvin L. Moss, executive supervisor of Fact Finders Associates, 
has been called to active duty with the Army Quartermaster Corps 
and will serve as public relations officer for the New York General 
Depot. . . Ed Pachuta, of the ad staff of Farm Journal & Farmer's 
Wife, is engaged to Ruth J. White, of Short Hills, N. J... 


Bob Hope's Lite 
———_—_- tory Is Offered 
by Pepsodent 


Chicago, Oct. 2.—Capitalizing 
its radio star, Bob Hope, and y 
the cooperation and blessing 
Paramount Pictures, in whose fj 
|Mr. Hope appears, Pepsodent C 
pany is currently plugging “The: 
|Got Me Covered,” Bob Ho; 
autobiography. Using the boo! 
as a premium, Pepsodent sells 
autobiography for 10 cents plus 
carton from any Pepsodent prod 

The booklet is a 96-page pa; 
covered promotion piece rep 
with various scenes of Hopiana 
an introduction by Bing Cro 
|Paramount cooperated to the ext; 
of several inclusions of scenes f) 
|some of the Hope pictures and N 
‘exhibits several taken during 
Pepsodent broadcasts. 

Pepsodent copy featuring 
autobiography premium will run 
The American Weekly, Mod: 
Magazines, Movie-Radio Gui 
Scholastic Magazine, Screen Gui 
This Week and Young Amer 
Announcement copy will also be } - 
serted in Pepsodent’s regular adv: 
itising in Farm Journal & Farny 
Wife, Household, Ladies’ Ho 
| Journal, Life, True Story and Whe 
| Ne w in Home Economics. Aut! 
|/Hope himself chipped in the init.:! 
| promotion on his Sept. 30 bro: 
‘east and color insertions in new-- 
|paper comic sections followed te 
'comic approach. Fifteen newspap« 
|will pick up one series Oct. 5 and 
39 more will begin to receive the 
insertions on Oct. 12. Lord and 
Thomas is the agency. 


Candy Sales Gain; 
So Do Difficulties 


Despite both past and prospective 
sales increases, American candy 
manufacturers face production diffi- 
culties which may cause them to 
reduce the size and weight of penny 
and nickel bars and withdraw some 
nickel products from the market in 
_place of ten-cent sizes, the Depart- 
ment of Commerce reports. 


Rising costs and shortages in 
packaging facilities are forcing 
candy makers to seek ways and 


means of overcoming production 
difficulties, despite record sales vol- 
ume. An increase in fall business 
of 15 to 20 per cent is anticipated. 
The gain during the slow months of 
| June and July was 20 per cent ove! 
last year. 


Calahan to Navy 

| Harold Augustin Calahan, New 
York, advertising counselor 
offices at 501 Fifth avenue, has been 
|commissioned a _ lieutenant com- 
| mander in the United States Nava! 
Reserve. He discontinued his busi- 
ness Oct. 1 for the duration of the 
emergency. 


with 


Rambeau Adds MacAvoy 
Norman MacAvoy has joined the 
sales staff of William G. Rambeau 
Company, New York, radio station 
representative. He was _ forn 
on the staff of Associated Radi 
|Sales and General Outdoor Adcver- 
tising Corporation, New York 
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SETS COPY PACE 


and sulfo-collodio (containing sul- 
phur for skin, hair and bath) 
compounds, Vitathins (vitamin-min- 
eral wafers), men’s and women’s 
toiletries including cosmetics, mouth 
and tooth wash and tooth cleanser, 
incense and soaps. A _ pharmacist 
will be in attendance at the salon 


to compound individual beauty 
preparations. 
With a stamp of the Gourielli 


crest lending an aristocratic touch, 


|packaging is on a luxurious scale, 
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First copy launching Gourielli line of | 
beauty preparations. 


Gourielli Beauty 
Line Launched 
by Rubinstein 


New York, Oct. 2.—A new line of 
eauty and grooming preparations 
destined for national distribution 
and promotion was introduced here 
this week under the name of Gouri- 
elli by Helena Rubinstein—in pri- 
vate life the Princess Gourielli. 

The new line, which will eventu- 
ily include approximately 100 
items for both men and women, will 
be sold for the present at the| 
Gourielli salon, described in a 1,428- 
line insertion in the New York 
limes as a “sparkling dream palace” 
where “the most exciting prepara- 
tions in all the world” can be seen. 
National distribution and advertis- 
will follow completion of the 


‘Surrounded by an atmosphere 
compounded of both the old and 
‘~w worlds, the Gourielli products 


} 
| 


in | 


1 


will be sold as preparations 
which the skill of the ancient) 
apothecary and the modern scien- | 
tist are merged. Time-honored 


herbal and flower extracts will re- 
equal prominence with vita- | 
mins and minerals and _ other 
discoveries of the modern research | 
laboratory in compounds represent- 
ng “a complete departure in the 
cosmetic field.” Among the new 
scientific products will be some of a 
pharmaceutical nature. 


Indicative of Future Copy 


Perhaps indicative of the 
the line which headed the announce- 
ment copy in the Times: “Out of 
the alchemist’s bubbling retorts and 
the apothecary’s pungent mortar... 
out of a past full of magic... sul- 
phur...and healing herbs ... and 
out of this equally awesome present 
filled with tabulated atoms, vita- 
mins and arrested  thunderbolts 
emerges GOURIELLI' with the 
beauty secrets of the future!” 
Included in the line will be herbal 


don't be so GRIUWYL, 
Mr. Abernathy! 


Your 


pavement-pounding — sales- 
fool. You'll never 


catch him using your somber ad- 


is no 


Yertising technique on his cus- 
tells 
to thaw out a prospect until he 
is softened for the kill. 


tomers. Instinet him how 


if your advertising can't be 


guy, it surely can be human. Ap- 


Proach your prospect like a swain 


selling a line to his best girl. 
Make ‘em love it. Do we hear 
your senior board member snort 
thet “it' isn't dignified!"? The 
rorporate body is clogged with 
too much dignity. Unclog it with 


a lithe humanity, a grin, a gag— 
an 
ther 


of the familiar little things 
win confidence. If you want 


your advertising humanized, 
talk it over with 
JOE KESSLINGER and his 


ADVERTISING ASSOCIATES 


Newark N J 


Central Avenue. 


note | 
which will key future promotion is | 


some preparations in modern ver- 
sions of old apothecary jars. 


“Newsweek” Adds Moss 

Curtis F. Moss has joined the 
Chicago sales staff of Newsweek. 
He was formerly with Lord & 
Thomas. 


Mennen to Step 
Up Christmas 
Box Campaign 


New York, Oct. 1—Stepping 
up its Christmas gift box campaign 
25 per cent over last year’s pro- 
gram, Mennen Company will use a 
special schedule in December issues 
of Collier's, Life and The Saturday 
Evening Post, with copy featuring 
Uncle Sam’s draftees. The promo- 


tion will also be carried on the new | 


Mennen radio program, “Sgt. Quirt 
and Capt. Flagg,” over 90 stations 
of the NBC-Blue network. 
Package designs created by well- 
known artists will dramatize timely 
subjects. Among the cover decora- 


tions will be “Airplane,” by Clay- 
ton Knight; “Glamour Girl,” by 
H. E. Bischoff; “Cartoon,” by Rich- 
ard Taylor; and “Steeplechase,” by 
Paul Brown. Cartoons by Taylor, 
currently used in Mennen’s maga- 
zine advertising, will also feature 
the gift box copy. Chief emphasis 
will be placed on the desirability of 
the boxes as gifts for soldiers. 

H. M. Kiesewetter is the agency. 


Starts Business Clinic 
National Business Papers As- 
sociation, New York, has inaugur- 
ated a weekly clinic on current 
conditions from 12:30 p. m. to 2:00 
p. m. 


Commodore. Meetings are open to 


member and non-member publish- 


ers and their staffs. 


every Tuesday at the Hotel | 


Form Industrial Editors 

The St. Louis Association of In- 
dustrial Editors has been organized 
and is the first of its kind in St. 
Louis. The association is open to 
all editors and staffs of internal and 
external company magazines. 
Monthly meetings will begin Oct. 
28, and the association’s officers are 
H. A. Marple, Monsanto Chemical 
Company, chairman; and James P. 
Fabick, Anheuser-Busch, secretary. 


IFREEFrsrotac, \f] 
| Jar and Brush FREE with your first order a 


S S$ Artist Rubber Cement. Nationally 
ested, 3 grades: Light, Medium, Heevy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 

cial Frisket Cement, $3.50 per gal. 
OS RUBBER CEMENT CO. 


1438 No Halsted St. CHICAGO. ILL. | 


ESQUIRE’S GREAT HOLIDAY ISSUES REING YOU AN ESTIMATED 15 


MILLION READER IMPR 


LTHKE 15 
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ESOUIRE’S GREAT 


. 
- 


MOOD TO RU 


HOW 8 LEADING MAGAZINES 
ARE RATED ON THE BASIS OF 


SY THE 
OF THE LLOYD B. HALL Oo. 


Christmas editorial linage 
mamber of issues” | 
—___ _._ a 


Esquire 2 45,032 
New Yorker 5 16,960 
Coamopolitan 2 11,099 
Collier's 5 9.961 
Amencan 2 5,791 
Life $ 10,200 
Seturdey Evening Post 5 5,542 
Time 2 28 


HUGE CONSUMER GROUP ALREADY IN THE 


ESQUIRE’S GREAT BOLIDAY } 


PLACE YOUR CHRISTMAS 


“CHRISTMAS-SPIRITED” EDITORIAL CONTENT 


percent of Christmas editorial to total editorial 


ST besed on comes published during the ported of Mow 2) wm Dee #5. 168 


SUL AMOASTN SONISILYMAL 


One of a series interpreting SM 1 


SSUES BRING YOU 


yy 
to) 


TIME: Shortly before Christmas 


PLACE: Any American store 


MILLION READER IMPRESSIONS: 


jaring €Y*. 


PLACE 


laughtermath 


of SMileage... 


CAST: Two shoppers who read Esquire advertising. 


AN ESTIMATED 15 MILLION READER IMPRESSIONS! 


ADVERTISING 


ANALYSES BUREAU 


31% 
03% 
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Blame it on Esquire’s SMileage, Mr. 


Advertiser, when the Laughtermath 
of your ad is this tug-of-war over 


of SMileage-packed 


your merchandise. Page after page 


editorials —car- 


toons and fiction and pictorial fea- 
tures and avidly awaited comment by 
Esquire’s crack columnists—bring a 


ISNOISSHMAKE UAGVAN 


rarely receptive reader to your ad this 
blitz-blighted holiday season. Don’t 
let your Christmas sales get news- 
bruised! Take advantage of Esquire’s 
monthly bonus to advertisers, a reader 
in the MOOD to BUY. 
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Modern Magazines 
Survey Mirrors 
Supermarts’ Rise 


New York, Oct. 1. Modern 
Magazines’ newly - released sixth 
survey of homemaking deals with 
brand preferences and expenditures 
of the middle class—$1,000 to $3,000 
per year income—and mirrors the 
rise of supermarkets as the source 
of the middle class purchases. 

The rise and influence of the 
supermarket is illustrated by the 
fact that 58 per cent of the persons 
interviewed were supermarket pa- 
trons, as against 43 per cent in 1939. 
This becomes more significant in 
the light that the supermarket has, 
as yet, made little or no entry into 


the small town field—cities below 
2,500 population—although 38 per 
cent of the population is concen- 


trated in these towns. The study 
emphasizes that the supermarket’s 
appeal is to buyers in the $20 to $60 
weekly group, and that as the size 
of the city rises, so does the popu- 
larity of the supermarket. Simi- 
larly, the outstanding age group 
patronizing the supermarket is the 
“under 30°” unit, and the smallest 
bloc is the “40 and over” group. 
The grocery section of the survey 
showed specialty items such as bak- 
ing soda, dog food, crackers and) 
evaporated milk on the rise, while} 
staple items continued to maintain | 
a level pace. Many of the specialty 


items have not, the survey shows, | 
as yet regained the peaks set in| 
1936 and 1937. 


An interesting part of the survey 
is that devoted to cigarets, both as 
mirrored by all men and women 
and as indicated by Modern Maga- 


zine readers. The study indicates 
that in the all men-and-women di- 
vision cigaret consumption rose; 


when separated, women’s use was 
on a par with recent years, men’s 
showed a sizable increase. Camels 
remained top cigaret in most classi- 
fications, although Modern Maga-| 
zine readers preferred Luckies, but 
bar charts for Camels show aj} 
gradual decline from the margin of 
acceptance once held, with Luckies | 
and Chesterfields rising = slightly 
Brands outside the “Big Three” 
counted for 10 per cent more 
sumption among women. than! 
among men. 
Household products, 
cigarets, rose or 


ac- 


declined slightly, | 


with a marked rise indicated for | 
laundry bleach and electric light! 
bulbs. Durable goods showed a 


general increase with washing ma- 
chines and mechanical refrigerators | 
leading the ground gainers. 
Starts Spanish Edition 

Roads and Streets, Chicago, will 
launch a bi-monthly Spanish lan- | 
guage Latin American edition in| 
November. The new book is called | 
Caminos Y Calles. 
Opens New Store 


Chicago Mail Order Company has 
opened a new store at 11367 S. 
Michigan avenue, Chicago. 


OS 


the Nation’s 10 top favor- 
ite night programs and 3 
of the Nation's 5 top 
favorite daytime pro- 
Popular programs make 
listeners! That’s why 
WTAR contacts more of 
the 1,182,000 potential 
listeners in the booming 
Norfolk Market than all 
other stations combined. 


MW TAR 


NORFOLK 
VIRGINIA 


Americas No. 1 
Sales Area 


con- | 


outside of } 


Shift to NBC Red 


Stations WBAL, Baltimore, and 
KDKA, Pittsburgh, formerly mem- 
bers of the National Broadcasting 
Company Blue network, changed 
over to NBC Red on Oct. 1. Spe- 
cial programs have been planned 
for presentation before the ad clubs 
of Baltimore and Pittsburgh. 


Heads Ohio Select List 


At their annual meeting in Cleve- 


land, the newspapers of the Ohio 
Select List elected C. V. Hughes, 
East Liverpool Review, president 


for the coming year. Other officers 
elected are E. S. Myers, Middle- 
town Journal, vice-president, and 
C. H. Spencer, Newark Advocate, 
secretary-treasurer. 


Hooper Reports 
Radio Results 
for Vitalis 


New York, Oct. 1.—The fifth 
of a series of case histories of sales 
records achieved by products ad- 
vertised over the NBC Red network 
been released here, dealing 
Bristol-Myers Company’s Vi- 

The study, conducted’ by 
C. E. Hooper, showed that Vitalis 
was used by 255 per cent more 
listening families than non-listening 
families. 

The monthly 
program, “Mr. 


has 
with 
talis. 


audience for the 


District 


Attorney,” 


was found to be 50 per cent greater 
than its weekly listening audience 
as reported in program ratings. 
Findings in the Hooper survey were 
confirmed by the sponsor. 


Emphasizes Three Features 


Three features of the research 
technique adopted for the continu- 
ing study were emphasized by NBC 
as follows: segregation of listeners 
from non-listeners by use of coin- 
cidental telephone interviews; veri- 
fication of program listening by 


call-back, and determination of 
brand product — used. Previous 
studies in this series covered Jer- 
gen’s lotion, J. B. Williams Com- 


pany and Shinola shoe polish. 


Barteau to Erwin, Wasey 


John F. Barteau has been nam 
to head the new office of Ery 
Wasey & Co. in New Haven, Con; 
located at 157 Church street M 
Barteau was formerly acco 
executive with Blaker Advertis 
Agency, New Haven, and previou 
an instructor in advertising at RB 
Path Institute. His first assignn 
with Erwin, Wasey & Co 
account executive for Durham 
plex Razor Company, Mystic, C 


Zoro Names Browne 

Zoro Mfg. Company, Chicago, 
named Burton Browne, Inc., ( 
cago, to direct advertising fo: 
Re - lax chair division, using dir 
mail and magazines, 
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Market Data Book 
100 E. Ohio Street 
Chicago, Iliinois 


Gentlemen: 


in the market desired. 


of the market iteelf. 


HAG: AJJ 


KEARNE 


CORPORATION 


Y & TRECKER 


AL KEE Wwis..U.S3.A 
~ gas Monday 
February 24, 1941 


Annually the Market Data Book finds its piace in our 
file of industrial and commercial references. 
market is very nearly constant----with little change experienced 
from year to year----and while we know quite well what representa- 
tion we receive from trade publications, the Market Data Book is 
useful in checking gains or losses and general progrese made during 
the year by the respective publications. 
Data Book is an excellent guide for market background purposes. 


While our particular 


In addition, the Market 


It also have been our experience, where a new machine 
development affecte a market other than those already contacted 
and developed, that the Market Data Book provides detailed infor- 
mation of the publications best suited to establish the product 


Further it offers a concise picture of the 


resources, volume sales, character, purchasing methods and trends 


We are happy to have you know of thie service. 


Very truly yours, 


KEARNEY & TRECKER 
Corporation 


7 
cain 


Advertieing Manager 
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Two Join Compton 


Robert S. Larkin, formerly assist- 


nt director of trade relations at 
re Jvert Distillers Corporation, New 
York, and Thomas Stamp, formerly 


commercial property manager with 
Hantord & Henderson, New York 


re: estate broker, have joined 
the verchandising department of 


Compton Advertising, New York. 


Mrs. Evans Appointed 


Mrs. May Thompson Evans, for- 
merly with the Office of Civilian 
Defense, has been appointed chief 
ef the consumer relations section, 

nsumer division, Office of Price 
Administration, Washington. Her 
iol ill be to interpret the OPA 


( 


Hitchcock Plans Latin 
American Catalog 

The Hitchcock Publishing Com- 
pany, Chicago, publisher of the 
Machine Tool Blue Book and other 
industrial trade papers, is prepar- 
ing a catalog of the products of 
United States manufacturers for 
distribution among Latin American 
buyers. The work, which follows 
two years of investigation and 
planning, will be published in two 
editions, in the Spanish and Portu- 
guese languages. 

Otto Highfield, formerly with 
Lord & Thomas and the Cuneo 
Press, is in charge of the book. The 
type size of the catalog will be 6%, 
by 914 inches and the page size will 


Tony Sarg Seeks 


$250,000 in World’s 
Fair Map Suit 


New York Oct. 1. Ford Motor 
Company’s promotional program at 
the New York World's Fair occu- 
pied the spotlight in Supreme Court 
here when Tony 
and puppeteer, instituted suit for 
$250,000, charging infringement on 


Sarg, cartoonist 


privilege that had been granted 
him exclusively by Fair officials. 

The point at issue was the Famous 
illustrated map of the fair dis- 
tributed to visitors by the Ford 


February, 1939, he obtained a con- 
cession to design, edit and publish 
an official World’s Fair map, which 
was to carry advertising and to be 
sold at 25 cents a copy Subse- 
quently, he alleged, Ford brought 
out a similar map, with advertising 
for its own products, which was 
distributed to the extent of more 
than 1,000,000 copies free of charge 

The cartoonist complained that 
this hurt not only the sale of his 
souvenir but was harmful to adver- 
tisers therein, as well. A court 
order will be requested directing 
Ford to give the background of its 
own map, including an indication 
of whether or not the company was 


Disney Star 
to Feature 
Three Drives 


New York, Oct. 1 Another Walt 
Disney brainchild will be converted 
into a promotion theme for national 
advertisers when Mid-Continent 
Petroleum Corporation, Minnesota 
Valley Canning Company and 
Parker Pen Company launch cam- 
paigns featuring “Dumbo,” star of 
the forthcoming RKO Radio film 

Mid-Continent Petroleum is giv- 
ing the comic elephant a major role 
In newspaper and outdoor advertis- 


ing beginning in October and will 
also attempt to draw adults into 
more than 4,000 filling stations by 
offering special inducements to chil- 
dren in the form of “Dumbo” 
masks, celluloid buttons and a comic 
weekly 

A number of Disney characters 
including the newest creation will 
receive special emphasis in maga- 
zine promotion by Minnesota Valley 
Canning for Niblets and Green 
Giant peas. A page in Life Nov. 9 
Will be followed by similar copy in 
The American Weekly. 

With “Dumbo” as the keynote, 
Parker Pen began its fall campaign 
for Quink writing fluid in The Sat- 
urday Evening Post with a full page 
color insertion which will also ap- 
pear in Puck—The Comic Weekly. 
“Dumbo” song books will be dis- 
tributed by dealers as premiums. 


im to the public. be 8's by 11 inches. company. Mr. Sarg charged that in) aware of the Sarg concession 


IS THERE A MARKET FOR 
A MACHINE LIKE THIS? 


! 


Headliners from All 
Fields Address AFA 


Outstanding advertising men 
from virtually all fields will be on 
the agenda for the tenth district 
convention of AFA to be held in 


. ITS A MILLING MACHINE, 


in this case performing a milling job on a special cutter to be used in an ee 2 ae Se hee & 
important aircraft production operation. Slots were milled, diameters Phillips will head the list of speak- 
turned and the necessary holes bored, drilled and tapped in 91/2, hours. a, 
Obviously a lot of use can be made of a machine like this but who will ed giag wtocc tno tlle 
buy it? How many of them can be sold? What publications reach the Forbes McKay, Progressive Farmer 
greatest number of prospective buyers? 


speakers who 


and Southern Ruralist: Richard 
Manville, Newell-Emmett Company; 
I. S. Randall, TWA; J. D. Shouse, 
WLW, Cincinnati; John W jarn- 
dollar, bureau of advertising, 
ANPA; and Vernon Myers, Look. 


Kearney & Trecker Corporation of Milwaukee, manufacturers of 
Milwaukee Milling Machines, found in the MARKET DATA BOOK the 
answers to these questions and to others encountered in marketing their 
equipment. In it they found a concise picture of the resources, volume 
sales, character, purchasing methods and trends of every possible market. 


Knowlson Appointed 
Priorities Deputy 

J. S. Knowlson, president and 
chairman of the board of Stewart- 
Warner Corporation, Chicago, has 
taken a defense job with the Office 
of Production Management His 
post is deputy director of priorities, 


H. A. Gottschalk, the company’s advertising manager, adds this thought: 
“It also has been our experience where a new machine development in chases Of aunretions “iis tue, 
affects a market other than those already contacted and developed, that 2 Se cuameieites yi a 
the MARKET DATA BOOK provides detailed information of the publica- staff of lend-lease administrator 
tions best suited to establish the product in the markets desired.” mt ae, 


Knowlson, who will work di- 


rectly under priorities director 
. . a ‘ Donald M. Nelson, is an electrical 
Thousands of manufacturers selling to business and industry are using engineer. He was president of 


Speedway Mfg. Company 
joining Stewart-Warnet 


the MARKET DATA BOOK for their market and media information. They anere 
have found that it is the only complete source for reliable information on 
all trade and industrial markets which must be considered in planning 


effective sales and advertising campaigns. 


Gets Fur Account 


Shaffer - Brennan - Margulis Ad- 
vertising Company, St. Louis, has 
been appointed to direct the radio 
advertising of Landers - Pearlman 
Fur Company, St. Louis. 


Motor West 


futomotive Trade Authority of 
the Pacific Region 


Here’s how manufacturers and agencies use the MARKET DATA BOOK: 
60.6°/, for checking markets, 54.8°/, for checking publication rates, and 
circulations, 50°/, for making up media lists, 44.2°/, for preparing a quick 
analysis of the market for a given line of products, 32.7°/, for determining 
sales potentials, 22.1°/, as a reference source at advertising agency 
conferences and 21.1°/, for other occasional uses. These figures are the 
result of a survey recently made by an independent research 
organization. 


lor more than 35 years, this publica 
tion has been the medium through which 
l-astern automotive manufacturers hav: 
heen introducing their products to the 
lar Western jobber, distributor, car 
dealer, repair shop, service station and 
other sales and service trade 


On the basis of this long experience, 
MOTOR WEST has its circulation con 
ese ai ui ay ae a centrated so as to reach and influence 

Big ao ; absolutely the MOST ACTIVE and 
BEST-BUYING classes of automotive 
O wholesale, retail, and service trade in the 
ze - : : a rates, and 
ca ; - request 


great Kar Western one-third part of 
the nation 


Copies of publication, 


other data 


advertising 
available 


Motor West Publishing Co. 
Rives-Strong Building 
Los Angeles, California 
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Wisconsin Stores 
Use Ads to Change 
Views on Credit 


Milwaukee, Wis., Sept. 30.—Be- 
cause of a noticeable drop in retail 
business in some lines since the new 
credit regulations became effective 
Sept. 1, various Wisconsin stores 
have been using newspaper adver- 
tising to set the public right on the 
new terms. 

An example is the advertisement 
appearing in the Kenosha Evening 
News sponsored by five local furni- 
ture dealers “in the interests of 
public information.’ Copy declared: 

“Don’t misunderstand the new 
government measure regulating 
time payments. Gladly we assure 
you you can still buy furniture on 
convenient time payments. There’s 
been a 
the new government measure regu- 


Selle HOTELS 


lot of confusion regarding | 


lating time payments. This plan is 
for your protection . .. and, with 
the exception of a few items, you 


will find it just about as generous | 


and easy to handle as the regular 


payment plans of Kenosha’s furni- | 


ture stores have always been.” 

Another sample is the advertise- 
ment of the Sheboygan Dry Goods 
Company, appearing in the Sheboy- 
gan Press and captioned: “Don’t 
misunderstand the new government 
restrictions on credit—‘dry goods’ is 
still permitted and does offer easy 
payment plans for your conveni- 
ence.” 

Copy declared that “the new 
credit restrictions have caused a lot 
of confusion in many of our cus- 
tomers’ minds, but we are happy to 
state that as usual we are prepared 
to make it possible for you to have 
the things you want now and pay 
for them out of your income!” 
| The advertisement listed some 
| dozen appliance and furniture items 
obtainable “on easy payment plans.” 
Various merchants who have ex- 
|perienced slackened business since 
ithe regulations became effective 
| believe it is due primarily to the 


Combat Decline in 


Instalment Sales 
with Co-op Space 


Kansas City Group 
Bases Copy on Result 
of Surveys 


Kansas City, Mo., Oct. 1.—| 
Twenty leading Kansas City retail- 
ers, banks, credit firms and sales 
associations collectively employed 
full page newspaper space Sept. 21 


to combat the sharp decline in| 


instalment sales which followed the _department, 


Sept. 1 federal regulations govern- 


an 


Significant Developments 


Edited by 


Tells Company Story 
With a Play 

What is thought to be the first 
attempt through dramatic art, with 
the use of skits and songs, to stab- 


ilize employe morale, to acquaint 


employes and their families with the 


|inner workings of big business, and 


to make them feel that they have 
an important part in the progress 
and development of the company, 
is described in the September Fac- 


|tory Management and Maintenance 


by Edward J. Lush, public relations 
Carrier 


ing time payment buying. |fully performed. 


Initial consumer surveys con- 
cerning the September drop in 
credit sales reveal that this buy- 
ing has been prevented largely 
because the consumers do _ not 
|understand the new _ regulations, 
local merchants said. In one poll 


The vehicle for this unique pro- 
gram was a two-act play of musical 
comedy design with 22 scenes. The 
cast of 50 was selected from the 
workers and their families and in- 
cluded an attractive chorus. A pat- 


The Business Digest 
in Trade and Industry as 
Reported by the Business Press 
RALPH O. McGRAW = 


Corporation, | 
|where the experiment was success- 


| fact that the public is still not fully 


THE HOTEL MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO 


|informed concerning the new rules, 
|and that it believes them to be more 
stringent than they really are. 


Advertisers, ever 


FAITHORN 3- 


everywhere, are using 


in-1 SERVICE 


AITHORN’S famous‘‘Non-Stop” route gets you there 

with streamline speed and absolute smoothness. It's 
just one contact, from the time you turn the job over to 
Faithorn . . . until Faithorn ships the job back to you... 
complete and perfect in every detail . . . engravings, 
typesetting and printing. Distance means nothing to our 
clients—they come from New York, Ohio, Missouri, New 


Mexico, Pennsylvania, Michi 
Let us demonstrate the value 


gan andother distant points. 
of Faithorn 3-in-1 Complete 


Service on your next job. Write, or phone Wabash 7820. 


Copyrighted 1937, American Photo-Engravers Association 


You Paid $1,200 for This! 


T’S your full-page advertising space in the newspaper. 


If you use good art, good 


copy, good typography and 


good photo-engravings in your ad, this sheet of paper 


may be worth many times $ 


1,200 to you. On the other 


hand, if you buy cheap and shoddy advertising supplies, 


you will waste much of your $1,200. You wouldn’t buy 


an expensive tract of land 


for a homestead and then 


erect a shanty on it.... Faithorn COMPLETE SERVICE 


makes it possible for you to secure the FINEST advertising 


production requirements at 


the most reasonable price. 


Let’s get together now — just telephone, Wabash 7820, 


Write for our handy Type Specimen Book—FREE 


. ae oi sil 

Ae 2 mM = x; oe 
9 # Ry see 
eae F, a ' x sea 


FAITHORN CORPORATION J 
Ad-Setters - Engravers - Printers Ry. 
504 Sherman St.,Chicago * Wab.7820 “Sumene 


DAY AND NIGHT SERVICE 


100 the merchant 
'found that more than 90 per cent 
lof his customers misunderstood the 
new regulations. 


Points most cloudy in the cus- 


| of customers 


tern of continuity was woven into 
the scenes with the romance of 
Johnny, a factory worker, and Mary, 
an office stenographer. Original 
melodies and lyrics, dance sets, and 
light humor provided adequate con- 


|tomers’ minds appeared to be 
amount of down payment, length 
of time in which balance may be 


paid out, and regulations governing | 


the different brackets of consumer 
merchandise. 

Many of the customers questioned 
stated such beliefs as: “The gov- 
ernment is opposed to credit buy- 
ing,’ ““You have to have at least a 
third or a half down now,” and 
“You have to clean up all of your 
instalment accounts right away.” 


Corrects Impressions 


The Kansas City collective effort, 
aimed at correcting these erroneous 
impressions and again putting local 
instalment purchasing back into 
full swing, explained that, “You 
can still buy on favorable terms 
anything which has commonly been 
sold on time payments.” 

The copy also included a chart, 
by groups, including maximum 
maturity in months and maximum 
credit value in per cent of basis 
price, as regards the new regula- 


tion. Taken separately for treat- 
ment in the copy were such 
classifications as furniture” and)! 


household goods, pianos and house- 
hold electric organs, heating 
equipment, plumbing, musical in- 
struments, home appliances, auto- 
mobiles and consumer credit. A 
section of the advertising was also 
devoted to explaining that jewelry, 
tires, clothing, etc., are not 
stricted and may be purchased 
under the same terms as_ before 
Sept. 1. 

This advertising, which appeared 
in the Sept. 21 issue of the Kansas 
City Star, sums up the new regu- 
lations in this way: 

“To insure the economic welfare 
of our nation under the National 
Defense Plan, the government has 
established regulations for time 
payment buying. These regula- 
tions are entirely reasonable and 
apply only to articles containing 
metals and materials essential to 
the national defense. Many com- 
modities, such as wearing apparel, 
are not affected at all. The effect 
on ordinary purchases is so slight 


that most buyers will hardly notice | 
any change in the credit system at | 


all. 


3 FM Licenses Granted 


The Federal 
Commission has granted licenses for 
three more frequency modulation 
transmitters located in Detroit, San 
Francisco and Los Angeles. The 
|; new grants were to Stations W53D, 
| Detroit; K45SF, San Francisco; and 
K37LA, Los Angeles 


KSTP Revamps Rates 


Station KSTP, Minneapolis - St. 
Paul, has issued a new rate card 
No. 31, effective Oct. 1. The new 
|rate card revamps the station’s rate 
structure and sets its rate for an 
evening hour at $400, one time; 
| $380, 26 iimes; and $260, 624 times. 
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Communications | 


|trast for the briefly presented mo- 
|mentous events relating to the 
|founding of air conditioning by Dr. 
Willis H. Carrier; the portrayal of 
ithe part air conditioning and re- 
frigeration are playing in national 
defense; the behind-the-scenes story 
of the .corporation’s organization, 
stockholders and objectives; and the 
|revelation of the company’s birth, 
|growth and various activities. 

| Scenes, “Who Owns the Com- 
/pany?” and “A Slice of the Aver- 
|age” were lightly humored se- 
| quences that paraded before the 
audience the various types of people, 
;}much like themselves, who own 
company stock. A cards-on-the-table 
|question and answer discussion just 
| before the finale furnished inspira- 
| tion to the employes and gave them 
reasons for confidence in the man- 
jagement. “We All Belong” signaled 
_ the grand finale, a setting that was 
|}spurred by martial music. This 
|permitted a personal message to 
each employe from the president 
who, as a member of the cast, joined 
|hands with the group and “swung 
on down” with the chorus in vigor- 
ous voice. 

Although planned for only one 
showing, the generous response of 
the audience necessitated three per- 
|formances so that every one who 
| wanted to could see the show. 


1941 Model NRA 
Is Favored 

Douglas G. Woolf, editor, Textile 
| World, in his September issue says 
that his recent editorial suggesting 
a 1941 model NRA as a solution to 
the present problem of regulating 
‘industry and yet preserving the 


| 


American system of free enter, 
has received favorable reactio; jp 
the textile industry. Among 1) ose 
he quotes in support of the id 
Fessenden S. Blanchard, P: f¢ 
Mills, who says: 

“If there ever was a time \ ion 
we ought to have a self-gove) ng 
organization for the industry, . ith 
proper representation of the di/‘or. 
ent groups as in the case of N {4 
that time is now. With the ex» +j- 
ence of the NRA behind us, I im 
sure some of its mistakes c iIq 
have been avoided, though I r- 
sonally believe that a large rt 
of the blame for its failure to 
command popular support was due 
less to the ‘fateful machination§ of 
a group of screwball braintrus' »rs’ 
than to the attitude of industry it- 
self. 

“For example, one of the c jjef 
| things for which the NRA was c: iti- 
|cized was its price-fixing policy 
its limitation of production. I hove 
heard various former member: of 
|code authorities criticize the NR¢ 
| for this, yet at the meetings of 
|authorities in Washington early in 
|1934 representing all of the indus- 
|tries coming under the NRA, o er 
'90 per cent of those present voied 
'in favor of such clauses in code 
| “TI feel that the NRA idea as first 
proposed constituted one of the most 
valuable steps forward in American 
economic life, for it was an attempt 
to enable industry to regulate 
own affairs under proper control and 
protection of labor and consume! 
\interests. With the inevitable in- 
|crease in the regulation of industry, 
the only alternative to such se’f- 
|government is control by political 
groups with less knowledge and 
linterest in any one particular in- 
‘dustry and with inevitable unfa:r- 
ness and political influences.” 
| Another man who had much to 
| do with the NRA expresses his ap- 
proval of the suggestion and closes 
his comments with: 

“Moreover, machinery of this sort 
|—once established—could be used 
instantly to control a post-war panic 
and to accomplish the transition 
back to peacetime operation. If we 
wait until the war is over to set 
up the machinery that will be | 
essary for that purpose, the depres- 

sion will be upon us and the harm 
will be done before the machine! 
can be established.” 


Replaces Auto Show 


The Detroit Automobile Deilers 
Association will sponsor an 
house display of 1942 cars in 
ers’ showrooms in place of the 
nual auto show. The open 
Oct. 11-18, has as its featurs 
new cars which will be given 
to showroom visitors. 


» ++ @ sweet song that rings in WSAI Advertisers’ ears. 


"Cause the WSAI Winged Plug (that’s me) is a maes'‘ro 


_ at playing the Song of Sales. Take a look at my record: 


292 sponsored quarter hours in a summer week and 


77.7% of them on renewals. You've got to pay-off with 


sales at low cost to do that, Mister, so why not let me 


try it for you, too. 


WSAI 


REPRESENTED 


| 
| 
; 


NBC RED AND BLUE—5.000 WATTS NIGHT AND DAY 
CINCINNATI'S OWN STATIO 


BY INTERNATIONAL RADIO : 
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Er lvestisi 
Market 


e rates for this department are as follows: 


elp Wanted,” “Positions 
Zep csentatives Available,” 
ith order. 


30 cents 


All other classifications (single insertion rates): 


$4.75 per inch. 


Wanted,” 


“Representatives 
a line, 


Wanted,” 
minimum charge $1. 


and 
Terms 


% in., $2.75; 1 to 3 in., 


POSITIONS WANTED | 


Availoble ... services of a president 


f rporation OPM-ed out of his 
b y experience in selling, copy- 
writ layout and sales promotion 
oe with my creative ability, 
broa vision, wide imagination and 
ada} ility should be a valuable 


isse » either a small concern who 
nee an all around advertising ex- 
ecut or a larger concern that is/} 
0k for a department head. Ready 
to & inywhere at short notice For 
gre r details write 


Box 2492, ADVERTISING AGE, Chego. | 
Sales or Office Manager 


Jur Executive, $4, Christian, de- 
sire hange for responsible position 
wit busy executive or corporation 
Salk promotional, building materials 
background Excellent contact man 
between industrials and government, 


directing salesmen, managing | 


iN. Wells St., 


}hborn S557 


POSITIONS WANTED 
Rewriting’s my line 
factual material of all kinds 
sales letters, research, ete 
CeeBee, RAV. 8861, 2429 Leland, Chgo 
REPRESENTATIVE AVAILABLE 
CLEVELAND TERRITORY Experi- 


enced and successful space salesman 


| 
| 


| 
| 


Momentous News 
Events Influence 
Inquiries to Ads 


(Continued from Page 1) 


vision, letters should be used with 
circulars and cards for best results: 


| addition of a second color in multi- 


| graphed 


Also | 


i 
| 


graph work produces higher returns 
at a lower unit cost; mechanically- 
typed letters are superior to multi- 
letters with fill-ins—*the 
latter fools no one”; two-page let- 
ters produce higher returns than 
single sheets, indicating that the old 
taboo against long letters is un- 
founded, if the message is expertly 
written; two-color circulars produce 
far better results than single color 


can handle, part time, an established | pieces; the second color isn’t worth 

rade or business paper Will be in| . , . mavar nan . 

wt maakt ar tet oe — expense, however, on reply 

Box 3490 ADVERTISING AGE, N. Y.| cards; plain reply cards deliver just 
HOUSE ORGANS | as many orders as filled-in cards. 
Mr. Sales Manager! Mr. Beard also recommended fre- 

Let me show you how to help your | 

sailesmen produce more through a 


You serve 
Write for 
Edelstein, 201 
Lilinois Dear- 


personalized house-organ 
as editor I do the work 
free samples edward 
Chicago 


oft Familiar defense problems. Six MISCELLANEOt s 
veal with lumber treating corpora- 
Highest references Salary We buy and sell 
B ' "ERTISING AGE, N j a ‘ 
Box $48 ADVERTISIN AGE, _N. Back Number Magazines 
Mechanical Production Man with 7) SHARAN'S 
veat experience now employed by a - ; 3 oil 
national advertising agency wishes to fit W. 17th St, NYC. Wa 9-S05s 
idvance himself 26 vears old and WORLD FAMOLS FIRMS LSE 
rried saith aint ae Bairdset ads for 30 years It Pays 
Box 3482, ADVERTISING AGE, Cheo.| pay and night service, clean proofs 
AVAILABLE SHORTLY —fashion co- | f#St, quality production, save yout 
t tor, publicist, promotion woman tine Ads pull 25° better 
Christian, attractive. Whole- BAIRD adsetters, IS bk. Kinzie 
i retail fashion background WHI. 4347, Chero. 
t \ 14] ADVERTISING AGE, N Y HELP WANTED 
Want Defense Contracts? We specialize in advertising person 
\ i facturers interested in ob nel, male and female Position now 
ta ne government contracts should |available with advertisers, agencies 
t our Washington headquarters |and publishers Transactions confi 
We represent you; secure tential No registration fee 
ine ervice bids as issued Low fee FRED MASTERSON 
t Write now for details Sinclair-Masterson Personnel 
Box S488, ADVERTISING AGH, No YY. Reom 1749, 310 8S, Michigun, Chiengo 
Pepperell Plans j ; 
PP ; merican [Lransit 
Fall Campaign A oe Pl 
Only one item, the Lady Pep- ssociation ans 


pcorell DeLuxe blanket, will be fea- 
tured in the full page ads of the 
Peppere!! Mfg. Company in the Oct. 
20 Life and the November Good 
Housekeeping, contrary to the com- 

ny’s previous practice. Promotion 
ol clothes made from the 
company’s fabrics will be pushed in 
copy to be placed in Country Gen- 
tleman, 

Display kits and newspaper mats 
also are being made available to 
dealers 


Milk Exchange Appoints 
Philadelphia Milk Exchange, 
Philadelphia, has appointed McKee 
& Albright, Philadelphia, as adver- 
using and merchandising counsel. 


PHOTOGRAPHIC 


RETOUCHING 
27 SUPERIOR 0800 


CARNAHAN - HANSON COMPANY 


125 W. HUBBARD’ST., CHICAGO 


| national 


National Drive 


Atlantic City, N. J., Oct. 1.—Steps 
for launching a national advertising 
campaign by the American Transit 
Association were revealed at the 
organization’s sixtieth annual con- 
vention here today. Expenditure of 
$65,000 is planned for the first year 
with $105,000 spread over the three 
succeeding years. 

The program “to tell the transit 
story” will involve the use of na- 


| tional media as well as newspapers, 
car cards and other media offering | 


contacts with local areas, according 
to C. W. Gifford, president of the 
Des Moines Railway Company. 


of the total funds needed already 
had been raised or pledged by 27 
operating transit companies and 17 
makers of transit equipment. 
Pointing out that the automobile 
industry “is not lying down” in the 
matter of current advertising, Mr. 
Gifford explained that “the object 


| 


| Laurence Wingerter, ATA publicity | 
| director, disclosed that 30 per cent 


of the ATA program is national ad- | 


vertising accomplished the 
way, and perhaps the most effective 
way, by every company running ex- 


cheap | 


actly the same institutional copy in | 


every city, at the same time bol- 
stered and backed up by a modest 
magazine campaign.” He 
predicted that eventually $1,000,000 
a year would be spent by the com- 


panies in advertising. 


Schenley ‘Breaks: 


Gibson Campaign 


Placing major emphasis on the 
brand’s slogan, “Gibson’s Goes 
Down Easily,” Schenley Distillers 


Corporation this week broke a cam- | 


paign for Gibson’s whiskies in 100 
newspapers from coast to coast. 
With copy reduced to a minimum, 
weekly insertions of 400, 300 and 
200 lines will play up the slogan in 
bold-face type. Backed by point- 
of-sale material, the campaign will 


continue for the remainder of the 
year through Federal Advertising 
| Agency. 


| Appoints A. M. Sneider 


Gregor Chocolates, New York, 


|has appointed A. M. Sneider & Co., 
‘New York, as advertising agency. 


me 3 gs SR aot *e 
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quent changes in styles and colors 
of envelopes, so that prospects will 
not recognize material in advance. 
He also emphasized the importance 
of the list used, attributing the suc- 
cess Of a campaign 60 per cent to 
the list and 40 per cent to copy. 
a) . . 

Chicago Tribune” Has 
Second Fashion Show 

The second annual American 
Fashions Competition sponsored by 
the Chicago Tribune was given its 
finale in the WGN studio Sept. 27 
when the 15 original designs picked 
as finalists were exhibited to a ca- 
pacity audience, which picked the 
grand prize winner. 

The 15 models which were shown 
were made up at the expense of the 
Tribune and photographed in color 
for reproduction in the paper’s Sun- 
day picture section. First prize 
awarded was $500, with designers of 
each of the other 14 models picked 
for the finals getting $50. 


To Yankee Writing 

George B. Treadwell, Spencer. 
Mass., poultry breeder, has named 
Yankee Writing Service, Guilford, 
Conn., to direct his advertising. 


Opens New Office 

Keelor & Stites Company, Cincin- 
nati, has opened a Dayton branch 
in the Mutual Home bldg. Man- 
ager of the new office is Earl D. 
Doty, former advertising manager 
of General Motors’ Frigidaire divi- 
sion. 


Wheeler Joins WOWO 

Tom L. Wheeler, for 33 years edi- 
tor of the Indiana Farmer's Guide, 
Huntington, Ind., has contracted to 
do exclusive farm commentaries on 
WOWO, Ft. Wayne. 


WIBG Moves Its Studios 

WIBG, Philadelphia, has moved 
its studios to 1423 Walnut street, 
and the building has been renamed 
the WIBG bldg. 


SEE WHY CARRY-OVER 
ADVERTISING IS 
IMPORTANT TO YOU 


on Pg. 35 


at every turn! 


At every turn of a 


fascinating beauty confronts the 
young women readers of GUIDE 


SCREEN UNIT. 


In every city and town these 
women notice the stars’ new 
coiffures, the slash of a dress, the 


tone of a lipstick in 


color photographs. From cover to 
cover they live these books, and 
in their thoughts are beauty, gay 


nights, romance. . 
mingling of emotions 


them highly susceptible to fash- 
ion, cosmetic, and toilet goods 


advertising. 


Sell these women your prod- 
uct while they are in this receptive 


mood. 
GUIDE SCREEN 


UNIT 


SCREEN GUIDE + MOVIE-RADIO GUIDE 


HARRY HAYDEN, Adv. Mgr. 
Offices of Advertising Representatives 


551 FIFTH AVENUE, N. Y. C. 


73) Plymouth Court, Chicago 
Duncan A. Scott & Co., San Francisco 


tions unsurpassed by any 


GUIDE SCREEN UNIT offers the finest 
screen magazines published .. . 
resplendent with unusual photographs, 
arresting articles, and color reproduc- 


page... 


gorgeous 


. a com- 
rendering 


Goddard, 


currently starring in 
“Hold Back the Dawn” 
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October 6, 194) 


Roundup of Advertising Promotions in the Test Stage 


Lever Launches 
Test Campaign 
for Vimms 


New York, Oct. 2.—Renowned for 
a brand of aggressive promotion 
exemplified most recently by the 
hard-hitting campaign that launched 
Swan soap, Lever Brothers Com- 
pany this week demonstrated a 
marked change of pace in releasing 
first advertising copy for Vimms, 
new vitamin product. Opening an- 
nouncement of 975 lines appeared 
in the Providence Bulletin, accom- 
panied by announcements over Sta- 
tion WEAN. The test copy is also 
to appear in several other markets. 

In contrast to the ebullient treat- 
ment that has always _ identified 
Swan, Lux, Rinso, Spry and other 
Lever product advertising, Vimms’ | 
initial appeal to consumers possesses 
a quiet dignity that is characteristic 
of so-called ethical promotion in 
the pharmaceutical field. With the 
exception of a sketch of the Vimms 
package and a line drawing of a) 
mother and two children, the lay 


FIRST COPY 


[ An important announcement on | 
_ NUTAMINS 


| 


| 


| 


eee 


if 


Lever Brothers Company launches vita- 
min product, Vimms, with this test copy 
in Providence Bulletin. 


|New York newspaper 


| 
together | 
maga- | 


ing the next few months, 
with insertions in national 
z.nes. 

Batten, Barton, Durstine & Osborn 
is handling the Vimms account. 


TEST OLD DUTCH HOLDER 
AS PENNY ITEM 
New York, Oct. 2.—Offering in 
space of the 
Old Dutch Cleanser metal holder 
for a cent with the purchase of | 
two packages of the cleanser has} 
been identified by the Cudahy | 
Packing Company as a test. The 
holder has been advertised nation- | 
ally for 15 cents with two packages | 

of the product. 
This move by 


Cudahy is | 


| watched with interest since Bab-O, 


a competitive 


|The Bab-O offer 
| chandise sale on which 
| makes a profit. 


| 


cleanser, has been 
pushing a plastic holder for 25 cents | 
since February, using ae a | 
at first and lately using radio only. 
is a straight mer- | 
the dealer 


END REX RISTLITE 
TEST CAMPAIGN 


New York, Oct. 1.—Insertions in | 


out is composed entirely of type) minimum vitamin and mineral re-| American Weekly and Collier's this 


with no attempt at fancy design. 
Headed, “An Important § An-| 
nouncement About Vitamins,” the 
message places chief emphasis on 
the achievement of Lever Brothers 
researchers in developing a “chemi- 
cally standardized, biologically con- 
trolled” formula; the ability of three | 
Vimms a day to supply all adult 


{RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN'S REPORTS {252,u 1° 


"PHOTO MURALS 
COUNTER DISPLAYS 
LECTURES 


RAPID COPY SERVICE CO. 


@ 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bidg. .. CLEVELAND 


| mum 


| quirements; 


income group diets up to the opti- | 


levels recommended by 
National Research Council.” 


Offered in Two Sizes 


Referring to Vimms as a “major 
scientific achievement,” copy asserts 
this is the first time six essential 
vitamins and three vital 
“have been stabilized in a_ single 
tablet.” Lever Brothers Company 
is termed “one of America’s great 
food companies.” Two package 


sizes are offered, one at 50 cents and | 


the other at $1.75. Vimms are not 
only palatable, copy points out, “but 
actually easy and pleasant to swal- 
low or eat—no fish or yeasty taste.” 

It is understood that as the 
Vimms campaign gains momentum, 
more and more “sell” will be in- 
jected into the copy, with human 
interest themes played up promi- 
nently. The vitamin units’ con- 


tained in Vimms will be compared 


with content of such vitamin-rich 
foods as eggs, vegetables, orange 
juice and meat. 

In drug circles it is taken for 
granted that eventually the Vimms 
promotion will blossom into the 
same sort of major advertising 
effort that has accompanied Swan's 
popularization during the past year. 
At the present time Vimms_ has 
only limited distribution in a few 
test areas but later the gradual 
expansion of the newspaper and 
radio list is expected to occur dur- 
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REFRIGERATING EQUIPMENT | 
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oo. tae Se eaten, 


Re ae 
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factual 
product before 
OOO active plant 


tries 


Started 1933 


Thomas Publishing Co., 461 


$79 to $85 a month to place a 
advertise 


in the larger plants in all indus- 
.. When and where they 
now look for the 


ating requirements, 
Write for “The 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information 


NBP 


ment for 


more than 52.- 
operating men 


your 


ir current oper- 
Details? 
IEN PLAN 


Service” 
COCA 
8th Ave., New York, N. Y. 


Vember 


the | 


| America, Jersey City. Plans for the | 


MEW KIND OF HASHIIGAT 


GIVES YOU FREF USE OF BOTH HANDS 


minerals | 


and the price which! week brought to an end a test cam- | 
can bring “all but the very lowest} paign on 


the Rex Ristlite, 
product placed on the market re- 
cently by 


ee 


depend on results at- 


will 
tained in the initial effort. 


future 


Rex Ristlite copy previously 
appeared in Liberty, Life, Look and 
The Saturday Evening Post, as well 
as in Boys’ Life, Field and Stream, 
Hunting and Fishing and Outdoor 
Life. Grey Advertising Agency 
directs the account. 

The new flashlight has a wrist- 
band and sells complete with bat- 
teries for 98 cents. 


_~WONDER-KLEEN TESTS 


jitics opened the 


CONSERVING THEME 

Terre Haute, Ind., Oct. 1.—When 
the United States clamped an em- 
bargo on the importation of silk 
from Japan the ensuing scurry of 
the female population to stock up 
on silk stockings and the attention 
given the circumstance in the pub- 
lic prints gave the Williams Com- 
pany, Kokomo, Ind., a copy idea 
for its cleaning agent, Wonder- 
Kleen, which is now being given a 
trial run. Wonder-Kleen is being 
promoted as a great conserver of 
silk and nylon hosiery in test copy 
being run here as well as in radio 
spots. 

A previous test campaign was 
prepared and run for the product 
in Indianapolis and Terre Haute 
newspapers last spring (ADVERTIS- 
ING AGE, April 21) but that was be- 
fore the trend of international pol- 
door wide for the 
current opportunity. Test copy car- 
ries at the top newspaper clippings 
telling about the embargo on silk 
and the looming shortage in silk 
hosiery. It goes on to point out that 


the product takes the place of soap 


in washing finest silks and nylons 
by dipping. 
Besides using local newspaper 


space and some 40 radio spots a day, 
the company has a sample girl on 
the streets here spreading the 
pel of Wonder-Kleen by passing out 


gos- 


new | 
i\lyea Advertising, 
Flashlight Company of | 


PROLONGS LIFE 


won Fo rat sil 


> 
1 Z| 


EW DISCOVERY. 7 


© Science provides way to save your THEIR ween ORT - 
mow your ulks, eylons 
ph mong oy Fgh ge § COLD 


LONCER WEAR 
DOUBLE SAFETY 


serenge: soap 
cchery ©0 dun, © elt, eylais end ol 
tate 


@ No soap, no suds, no 

rub, no residue. 

Wonder-Kieen removes 

dirt, odors and stains, 
y oy 


IT DIPS THE DIRT AWAY 


WONDER-KLEEN 


7 ee 2 he 


Type of copy being tested by the Wil- 

liams Company, Kokomo, Ind., in the 

promotion of its silk and nylon washing 

product, Wonder-Kleen. Pollyea Ad- 

vertising, Terre Haute, Ind., handles the 
advertising. 


test packages of the product. Pol- 


the account. 


OPEN TEST DRIVE 


FOR MARLIN BLADES 

New Haven, Conn., Oct. 2.—Seek- 
ing answers to a number of ques- 
tions concerning copy appeals, size 
of ads and media, Marlin Firearms 
Company this week launched a 


~ — 


ladvertising run from September to 


March 


in newspapers. 


/COCOMALT TESTS 
VITAMIN THEME 


New York, Oct. 1.—Expanding 


the Cocomalt test campaign tha; 
was launched early this summer jp 
several magazines, R. B. Dayic 


Company has started a series «f jn. 


|sertions in the Peoria Star, with 
copy scheduled to appear ‘hree 
times weekly during the next 
month. 

The product’s nutritional ues 
as developed by medicals: idies 
over a period of years, are ‘eing 
}used as the keynote of py 


| 


local agency, has | 


| throughout the campaign, wit! ap- 
peals directed to children and © jults 
of various ages. Murray B eese 
| Associates, which has been an. 
dling Cocomalt advertising in »eq- 
ical publications since 1938, was 
recently appointed to handl the 
consumer promotion as well. 

Copy appearing in October n.aga- 
|zines takes cognizance of cor eti- 
| tion by vitamin concentrates n q 

headline that reads, “Find viti mins 
| in capsules or oils hard to take Try 
| drinking Cocomalt in milk.” 

“You don’t have to force chi dren 
/or adults to take their vitamins and 
|minerals if you give them Coco- 

malt,” the message continues. This 
| food-drink is so delicious it’s »ard 
to believe that so many important 
vitamins and minerals are hidden 
within it.” All copy refers to doc- 
tors’ recommendations of Cocomalt 


comprehensive test drive for Mar- 
lin blades in eight cities. Newspa- 
pers and spot radio will be used 
for 13 weeks. Intermittent large 
space plus small space will be| 
measured against intensive and 
consistent small space, and both 


will be stacked up against 
one-minute radio spots. 

Cities to be covered 
are Erie, Rome, Utica, 
Wilmington, Reading, 
and Knoxville. The first 
carry newspaper copy only, Read- 
ing will be covered by spot radio 
only, while Evansville and Knox- 
ville will combine both. 

Two different copy appeals, cap- 
tioned “Who said good blades have 
to be high-priced?” and ‘25c shaves 
me from fall round-up till Christ- 
mas,” with a cowboy illustration, 
will be tried out in small space of 
42 lines running daily. Large in- 
sertions will consist of 630 and 1,- 
032 lines. These will be scheduled 


Fall River, 
Evansville 
five will 


about once a month, interspersed 
three times a week with the 42-line 
size. 


In Reading one-minute musical 
spots will be used, while in Evans- 
ville and Knoxville the combination 
will consist of newspapers and spot. 

To gauge actual sales results, the 
company has arranged with the 
same number of outlets in each test 


area to supply inventory and sales 
figures during the test period. 
Craven & Hedrick, New York, is the 


agency. 


STOCK EXCHANGE FIRM 
PLANS TEST DRIVE 

New York, Oct. 1.—In line with 
the plan of the Association of Stock 
Fxchange firms to conduct a cam- 
paign of public education on Ex- 
change values and functions, Spencer 
Trask & Co., New York, will shortly 
release a test newspaper campaign 
in the New York area explaining 
the “Function of an _ Investment 
Firm Today.” Albert Frank-Guen- 
ther Law is the agency. 


TEST RODENT KILLER 
CAMPAIGN IN EAST 

Port Chester, N. Y., Oct. 2.—W. G. 
Reardon Laboratories, through its 
agency, H. B. LeQuatte, Inc., New 
York, is currently conducting a test 
campaign in newspapers of several 
Eastern cities bulwarked with spot 
radio for its Mouse Seed, a rodent 
killer. A close point-of-sale tieup 
is made by the inclusion of local 
dealers’ names in each advertise- 
ment and radio spot. 

The test campaign is entirely sep- 
arate from the regular Mouse Seed 


daily | 
| dosage of Cocomalt in 
‘ | 
in the tests | 


as a vitamin and mineral-rich {0od, 
Patent Medicine Style 


The company is trying patent- 
medicine style copy in the Peoria 
Star, running in single column, 143- 
line space. In editorial fashion, the 
copy headlines “How Cocomalt 
Aided Aged Folks in Large Clinics” 
and explains the benefits received 
in vitamins and minerals by 30 
people, from 50 to 74 years of age 
who were subjected to. clinical 
treatment which included a sizabk 
milk. Re- 
sults of the test, the company re- 
ports, showed that 17 persons’ blood 
improved; 16 showed improved ap- 
petite; 20 gained weight; and 24 
could better tolerate milk. 

Readers are urged to “Send to- 
day for a free trial sample.” The 
last paragraph announces “Advt 
paid for by the R. B. Davis Com- 
pany, Hoboken, N. J., makers of 
Cocomalt.” Copy is along the same 
strain as magazine insertions 

The magazine campaign will con- 


tinue through November in Th 
American Weekly, Life, McCall's, 
Parents’ Magazine, Physical Cul- 
ture, This Week and Time. 
PUSH NORTHERN TISSUE 
WITH HUMOR COPY 

Green Bay, Wis., Oct. 2.—The 
one-cent sale idea plus humorous 
cartoon copy is being given a trial 
in limited markets by the Northern 


Paper Mills to promote its Northern 
tissue, 
An insertion in the Rochester 


using 
deep, 
with 


Times-Union of Sept. 25. 
three-column space 130 line 
played up the one-cent angle 


— 


SEE 
TOMORROW 


The Magazine of the Fu 


November Issue 


OUT 
OCTOBER {5 
ON ALL 
NEWSSTANDS 
25 cents 


Advertising rates and san ple 


copy on request. 


Creative Age Press, | 


1! East 44th Stree? 
New York, N. Y. 
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HUMOR COPY 


St, "5 UKE A LOT oF 
wou: UST TO ET A 
PEN . 
{ 


7 of NORTHERN Tissue! 


Where bey And whet « miler tome! 

Nortbers Tissue us beta becease 1s after And 
is of one me 
SOT ee Mote m wer ebeerben: of gubermn er 


FOR A LIMITED TIME ONLY. ~ 
peck ONE ROME: OE - recat 


WITH PURCHASE OF 4 ROLLS FOR 34 


5 ROLLS FOR 25 


One-cent sale device being tried by 
Northern Paper Mills for Northern tissue 
copy. 


a cartoon showing a frantic search 
for a penny which, the wife points 
out, “will buy a whole roll of North- 
ern tissue!” 

Farther down in the copy it is 
pointed out that the offer is for a 
limited time only and applies on 
the purchase of four rolls for 24 
cents. Young & Rubicam, Chicago, 
is the agency. 


EARL REEVE 

Chicago, Oct. 1—Earl Reeve, 68, 
former Western manager for the} 
Curtis Publishing Company here, 


was reported missing to the Mil- 
waukee police the night of Sept. 29 
by the captain of the car ferry, City 
of Saginaw, which plies Lake 
Michigan between Milwaukee and 
Ludington, Mich. <A penciled note 


on an envelope found among Mr. 
Reeve’s effects indicated that he 
was “tired of living.” The envelope 

ntained a letter to him from a 
Chicago bank stating that money 
held trust for him totaled 
$397,179, of which $82,996 was in 
cash. Mr. Reeve had been a patient 


f a Wisconsin sanitarium for four 
mont 


EDGAR P. HILDRETH 
Cincinnati, Sept. 28.—Edgar P. 
Hildreth, 53, publisher of the Inter- 


borough Press, Spring City, Pa., 
since 1935, who died at his home 
at Royersford, Pa., Sept. 23, was 


buried here yesterday. 


JOHN A. FRIDAY 
Pittsburgh, Sept. 29.—John A. 
Friday, 64, president and chairman 


of the board of the Duquesne Brew- 
ing Company, Pittsburgh, and one 


ENJOY THE FINEST 


All that is best in living is offered 
ot the Coronado where every 
comfort and service is extended 


to make your visit a complete 
success. . . . Plus convenience to 
tronsportation, shops, theatres, 
business and social activities. 


RATES FROM $2.50 


AIR-CONDITIONED 
BEDROOMS & RESTAURANTS 


ADJOINING GARAGE 


of the founders and director of the 
United Brewers Industrial Founda- 
tion, died here yesterday. 


T. ADDISON BUSBEY 

Akron, O., Sept. 29.—Senator T. 
Addison Busbey, 84, former man- 
aging editor of Railway Age and 
father of Ralph C. Busbey, presi- 
dent of the Busbey Advertising 
Agency here, died recently. He 
was the last of five brothers, all of 
whom were active in journalism. 


HERBERT H. DUNN 

La Crosse, Wis., Sept. 29.—Her- 
bert H. Dunn, 76, retired weekly 
newspaper publisher, died suddenly 
Sept. 20 at his home here. Previous 
to his retirement, Mr. Dunn pub- 
lished the Elroy Tribune for 13 
years. 


National Dairy 
Sells Fro-Zest 
to Institutions 


Chicago, Oct. 3.—Distribution of 
National Dairy Products Corpora- 


| tion’s new Fro-Zest line of frozen 


foods has been accomplished in Na- 
tional Dairy’s Zone 10, extending 
from Indiana on the east to Omaha 
}and Kansas City on the west, and 
from Chicago on the north to Mem- 
_phis and Nashville on the south, but 
consumer advertising is not planned 
for a year, ADVERTISING AGE learned 
today. 

Only the institutional trade is 
| being served in Zone 10, with the 
}exception of two cities—Peoria, II1., 
| where retail distribution was al- 
ready available and where it has 
| been continued, and Rockford, III., 
| where retail selling is being experi- 
|mented with. Advertising is not 
| now running and is not planned for 
the immediate future in these cities. 
In other areas throughout the zone 
| operations are restricted entirely to 
servicing restaurants, hotels, hospi- 
tals and other institutions, and no 
retailing is being done. 
| The line includes a representative 
number of fruit, vegetable, sea food 
and fish items, but thus far no meat 
| or poultry items are included. Veg- 
etables and fruits are processed for 
| National Dairy on the West Coast, 
and the fish and sea food items are 
| processed in Boston. 


Mac Harlan Heads 
Ad Golf Association 


Mac Harlan, of the Mac Harlan 
advertising agency, Chicago, was 
elected president of the Western Ad- 
vertising Golfers Association last 
week. Other officers are: first vice- 
president, Norman C. Green, Crow- 
ell-Collier Publishing Company; 
second vice-president, R. K. Mac- 
Dougal, N. W. Ayer & Son; secre- 
tary, Herbert H. Beck, Rodney E. 
Boone Organization; treasurer, L. E 


Meyer, International Cellucotton 
Products. 
Directors named are: Harry V. 


Lytle, Jr., Fortune; Gale Blocki, Jr., 
John Blair & Co.; F. E. Crawford, 
Jr.. New York Sun; DeWitt S. Dob- 
son, Curtis Publishing Company; 
Ralph N. Hartsing, Caples Com- 
pany; Lloyd R. Maxwell, Roche, 
Williams & Cunnyngham; W. M. 
McNamee, Chicago Herald - Amer- 
ican: B. L. Robbins, General Out- 
door Advertising Company; H. R. 
Van Gunten, Lord & Thomas. 


Agency Stipulates 


Jenson & Dall, Inc., Chicago 
agency, has stipulated with the 
Federal Trade Commission to 


amend its practices in dissemina- 
tion of advertising for Hexin, a drug 


product made by Consolidated 
Royal Chemical Corporation, Chi- 
cago. The agency agreed to cease 


claiming that Hexin offers more 
than temporary relief from the dis- 
comforts of a cold, and promised to 
mention in copy and labels that the 
product may be dangerous if taken 
in excess of the dosage recom- 
mended. 


Adds National Tool 

National Tool Company, Detroit, 
has named MacManus, John & 
Adams, Detroit, to direct its adver- 
tising 


1} GIBBONS KNOWS CANADA |i 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 41____: 


Urges Newspapers 
Be Barred from 
Broadcasting 


Washington, D. C., Oct. 2.—The 
Federal Communications Commis- 
sion’s brief weekly probing of 
press-radio connections was devoted 
today to testimony by Morris L. 
Ernst, lawyer, author and de- 
fender of civil liberties, who urged 


that all newspapers be barred from | 


the broadcasting field. Hearings 
will be resumed Oct. 9 after FCC 
inaugurates the multiple ownership 
inquiry Monday. 

Mr. Ernst, testifying as an indi- 
vidual and not in his capacity 
counsel for the American Civil Lib- 
erties Union, deplored joint press- 
radio operation as a menace to the 
bill of rights. He went all the way 
back to 1787 to treat his listeners 
to a discourse on what the founding 
fathers had in mind and to argue 
that “freedom of the press was a 
very different thing then.” 

Mr. Ernst’s thesis was that the 
number of “pipelines to the market 
place” is being constantly reduced, 
and that this constitutes a menace 
to freedom of speech. He admitted 
“for the sake of argument” that 
newspapers are better qualified to 
operate broadcasting outlets but 


as 


stressed his view that diversity of 
ownership is necessary. The wit- 
ness criticized broadcasters for not 
staging forum discussions of the 
much-debated monopoly report and 
both broadcasters and publishers 
for not criticizing each other. He 
also charged that newspapers re- 
porting the press-radio proceedings 
have been “far less than honest” in 
failing to disclose their own stake 
in radio. Just how much disclosure 
should be made, Mr. Ernst did not 
|} explain. 


N. Y. Ad Club Co-Sponsor 
of Arnold Meeting 


The dinner meeting scheduled for 
Oct. 7 at the Biltmore Hotel, New 
York, featuring Assistant Attorney 
General Thurman Arnold and Ray- 
|mond Rubicam, is being sponsored 
| by the New York Advertising Club 
land the Advertising Women of New 
York, in cooperation with the Ad- 
/vertising Federation of America, 
Sales Executives Club and Ameri- 
can Marketing Association. 
| Reservations should be sent to 
the Advertising Women of New 
| York, 47 W. 34th street, New York. 
Tickets are $3.50. 


Adds Ohio Oil 

Stockton - West - Burkhart, Cin- 
cinnati, has been appointed adver- 
tising counsel for Ohio Oil Com- 
pany, Findlay, O. 


Woods Joins Hall 

Marie H. Woods, formerly in Buf- 
falo department store advertising, 
has joined Melvin F. Hall Advertis- 
ing Agency, Buffalo, as copywriter 
and assistant account executive. 


PLET US TAKE THE 
WORK OUT OF YOUR 
MARKET RESEARCH 


Let us take the 
WORK out of 
your market re- 
search. 


We'll handle all 
the tabulating 
for you and as- 
sure you of 

. prompt service, 

and economy. .. . For 
years, duel agencies, publishers 
and market analysts have been 
using our complete facilities and 
long experience. They'll tell you 
how easy we have made market 
research for them. 


Write today for complete details in 
our FREE booklet. “Economy in 
Market Research.” 


RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 
BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


emergency. 


after the ‘‘duration’’ AS 
customers do not forget 


can best be done through 


*|—That the longer 


14.6%/,.) 


cut to 6°/, over 


upkeep cost. (Companies 
cost to 1°, of what they 
by buying Artkraft.) 


The features listed assure 
fect sign. 


SIGNS * 
OF 


Artkraft, world's 


and authoritative 


Successful merchandisers agree, that now while we, 
like most everyone, are engaged in filling defense, as 
well as regular orders, and regardless of whether we 
are sold up to capacity, we must continue advertising 
so as to assure a sound business foundation after the 


Advertising dollars must be spent so as to be effective 


must be stabilized and strengthened. 
signs—''carry-over'* advertising. 


Audited and certified research proves: 
the sales increase. 

*2—That the average dealer turn-over can be 

But to cash-in on these “carry-over” 


have a sign that will last for years, with practically no 


Your best guide to sign buying is the Check Chart. 


Write today for new, free brochure, "Carry- 
Over Advertising.” 


signs for every use, can give you unprejudiced 


fense Program. 


Protection of Your Post-War Business is 
a Vitally Important Part of Today's De- 


WELL AS NOW, so that 
you. Dealer organizations 
These things 
the use of Artkraft dealer 


they are in use the greater 
(For the first 3 months 


a 5!/, year period. 
* values you must 


have cut their maintenance 
have been accustomed to 


a proven 999/1000°%/, per- 0 


0 


largest manufacturers of 


CHECK CHART 


0) Patented *Galv-Weld rust. 
O) Wet Process, 30,000-volt 
OQ) 30,000-volt tested high- 
OC) Letters patented embossed 


0) New, standard transformers, 


QO) 10-year guaranteed Porce- 


0) Neon tubing inspected six 


0) Wired to highest specifica- 


C) Underwriter's label. 
C) Four A. F. of L. Union labels. 


SIGN BUYING 


proof, vibrationless frame 
construction. 


tested, short-proof insy- 
lators. 


tension cable. 


out of steel background. 
More readable all angles. 
Indicate quality. 


engineered to each sign, 


loaded only 85% of manu- 
facturer's rating. 


lain enamel. (Will last a 
lifetime.) 


times. 


tions. 


Proof of low maintenance 
cost. 


One year guarantee. 


advice. 


kd by— ARTKRAFT* SIGN COMPANY 
GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 


*TRADEMARKS REG. U. S. PAT. OFF. 
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(Continued from Page 1) cannot be very effective since it | TT | | | TT Tl 
other side of the picture, however, | = agen we "a pont he WEEK BY WEEK VARIATION SHOWN HERE 
the report points out: cost. It contends that with the 

basic factors uncontrolled, all the +20 
Groups Have Suffered price administrator can do is at- +15 A 
“ . : , tempt to prevent the rises in manu- "4 
Other groups, whose incomes |. 2 : “same . swell +10 
have not increased in proportion to gt and eng admis , q 
living costs, have suffered. These |*'O™ PEINB excessive. = \ é \ li 7 a 
include unorganized groups of lab- | Living Costs Up 6.7% |LAST YEAR 
orers in retail trades, small business | -5 
enterprises, farm labor, some 5,000,- | In passing, the study reveals that -0 
poet 000 employes of federal, state and|the cost of living in large cities . 
me local governments, and large num-|@S increased 6.7 per cent. The Z 
“Pad bers of professional and other |!tems and percentages involved in- —20 
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Brookings Finds 
Boom Is Not All 
Beer and Skittles 


salaried groups. .. The many people 
dependent on pensions and annui- 
ties have lost, as well as those who 
have accumulated insurance or 
other savings funds. To these may 


be added a large part of the 1,-| 


500,000 men in the armed forces. 
Finally, many have sustained 


has resulted in an artificial boost in 
food prices, the report claims. This, 
in turn, has helped to create de- 
mands for higher wages and the two 
together are largely responsible for 
the rapid increase in all prices. 
Coinciding with the price control 
bill now before Congress, designed 
to check the upward spiral of prices, 
the report states that this measure | 


clude: food, 14.1 per cent; clothing, 
3.9 per cent; rent, 1.7 per cent; fuel, 
electricity, ice, 4.9 per cent; house 
furnishings, 6.6 per cent; miscel- 
laneous, 3.3 per cent. 

The report concludes: 

“We are now at the stage where 
the vicious spiral of rising costs— 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 


(Copyright, 1941, by Advertising Publications, Inc.) 
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30-Week 
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39-Week 
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« utchings, ine., Photo- | as the home schedule of the Uni-| Norfolk, Va 7,029,092 7,564,966 7,992,364 13.7 5.6 221,298 : 
207 N. Michi |versity of Pennsylvania, and the)! Oakland, Cal. . 5,847,350 6,461,402 6,817,799 16.6 ; 184,700 
' AVvErC R : o 
engravers, 207 N.] lichigan Philadelphia Eagles-Chicago Bears | Okiahoma City, Okla 6,687,226 890,416 6,335,672 5 7.6 232,582 
ie ot ; ’ ° pro-league game on Nov. 30. The} Omaha, Neb 1,348 1,402,362 1,445,261 2.2 1.0 119.984 
Ave., ol phone FR Anklin i will be televised over Sta-| Peoria, Ill .. , 7,961,125 8,726,467 9,255,442 + 16.3 6.1 336,966 : 
Qn , = tion WPTZ, Philadelphia. N. W.| Philadelphia, Pa 20,083,690 20,991,170 22,235,33 10.7 5.9 673.986 j 
oem OF Oe tell dosing | Ayer & Son Philadelphia is the | Phoenix, Ariz 5,429,396 5.971.672 6,562,486 20.9 a9 156,828 
Atlantic agency. Pittsburgh, Pa 14,780,430 15,454,628 16,054,038 5.6 ' 467,264, 3 
: | Portland, Ore 9,261,121 8,460,294 9,252,835 0.1 0.4 303,016 
Providence, R. 1 5.672.109 S.535.875 8,621,550 0.6 1.0 250,221 
Reading, Pa 7,381,365 7.775.089 5.023.956 ey 3.2 255.010 9 
de = , , Richmond, Va 9.462.200 4 558.962 § 338.056 1.3 2 289.772 147 
; I'm available any time now, Rochester, N. ¥ 11,098,337 11,291,921 11,804,873 64 ib 309,761 
and it is certain I can prove Rockford, Tl ... 5,905,582 6,309,142 6,960,636 17.9 10.3 181,384 + 4.] 
, , th t ‘ ] . * Sacramento, Cal 6,172,166 6,020,437 6.365.642 1 57 176-176 
my worth oO an ad vertising San Antonio Tex 5.357.900 5.626.729 6,439.49] 0.2 14.4 184.531 
agency Or an advertising de- San Diego, Cal 1607.5 &.769.992 4 O48 890 . 9 29 204.582 
partment for these simple rea- San Francisco, Cal 11,796,964 11,088,573 11,254,044 4.6 + 1.5 344,585 339,453 
sons: Seattle, Wash 8,508,246 8,744,006 9,340,230 a8 6.8 261.758 32.612 
° South Bend, Ind 100,984 “41,807 4,514,331 + 15.7 14.5 131,651 132,145 
Spokane, Wash 1,936,770 1,776,678 1,702,874 4.7 1.6 116.340 116.914 
1. 7 years experience of production me. tae, me 13,235,290 13,478,980 13,283,555 0 1.5 429,460 432,39 
with an advertising agency with na- St. Paul, Minn 7,997,949 7,891,747 7,665,768 1.2 2.9 285,032 277,701 
tional recognition Syracuse, N. Y 7,763,917 343,884 7,035,283 9.4 31.7 150,367 169.116 
& ‘ Tacoma, Wash 1,668,292 4,842,422 5,034,571 7.8 + 4.0 131,418 116,528 
Tampa, Fla 4,920,706 5,733,730 5.843.484 18.8 1.9 148.498 121.498 
2. 29 years old, married, and (I Toronto, Ont., Can 11,930,549 11,0 7,611 11,844,668 0.7 + 7.3 312,867 295,224 
am told) of a stable and steady dis- Troy, N. ¥ ’ 8,230,226 3,145,562 8,449,854 6.8 a7 43,002 103,222 
position. Tulsa, Okla 6.649.168 7.024.464 7.224.673 LST 29 °10.620 4 9 
Washington, Db. C 23,704,124 25,109,730 26,005,488 9.7 3.6 751,842 709.51 
Youngstown “) 5,613,332 6,136,328 6,790,278 10 10.7 157.731 181.377 
3. I wish to advance myself. Being " - —__—_ 
: second in command in my depart- Total (44,681,911 752,535,078 784,694,647 ‘ ‘ 22,664,912 22.364 
ment, and my superior young and 
healthy, would indicate a change is 1 Atlanta Georgian and Sunday American ceased lence Jan. 1, 1900, comtaininn 620.048 tin 
the logical solution. publication Dee. 17, 1939 Figures not included in vertising 
soe" ; ) Syracuse Journal published 100th Anniver 
av > wi P 2 Newsday launched Sept 1940 tion March 20, 1939, containing 216,027 line 
4. I have the will for work and re- } San Diego Sun suspended publication Nov. 25. 19296 vertisinge 
sponsibility, 4 Commercial Appeal published 2S-page Centennial 
— 
Box 3481, Advertising Age, Chicago. N : 
Names Holihan Rep 
Mu l h 1 this ad Roy Holihan has been appointed SEND FOR FREE CATALOG. 
(My present employer has approved this ad.) Detroit representative for Automo- LATIN AMERICA LIST & INFORMATION SERVICE 
bile Digest, Cincinnati. 223 FIFTH AVENUE wew 
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Here's Our STEADY Procress 
REPORT AT A GLANCE; >>» » 


$583,282 LIVES 
62,231 line gain for first 6 months 1941 over F/RST 6M0./94/ 


580 first 6 months 1940 


560 


S52, 352 LINES 
SECOND 6MO./940 


540 
Other Gains 
520 © Number of Insertions 463 
S2/,05/ LINES Number of Accounts 40 


F/RST 6M0. 1940 


Number of Exclusive Accounts 40 


500 


UP! UP! U P.... the linage curve for ADVERTISING The gain in linage was within a few per cent of being as much 
as the total linage carried by one of the other advertising pub- 
lications. The INCREASE in number of advertisements in 
ADVERTISING AGE was 18°/, larger than the TOTAL number 


of advertisements carried in that other publication. 


AGE. We can hardly call it curve so constant is the rate of 
growth. Again it tops the field among all advertising publica- 
tions in total linage, number of insertions, number of accounts 
and number of regular exclusive accounts. Of greater signifi- 
cance is the fact that ADVERTISING AGE also leads in that is results. And those results are made possible by the fact 
GAINS in these divisions. that ADVERTISING AGE is the best read advertising journal. 


There can be only one real reason for increases like these and 


In a period of advertising uncertainty there is an ever increasing demand for news— 
news about the advertising world, news about government regulation and taxes. A seller's 
market also creates new problems and all advertising men and women are interested in 
knowing how they are being solved. With the largest staff of editors and correspondents 
ever organized to report this highly important, significant and exciting march of events 
affecting advertising and merchandising, in all lines, all over the country, ADVERTISING 
AGE is in a position to give the news first—completely, accurately and authoritatively. 
No wonder ADVERTISING AGE continues to lead all other advertising publications in 
total linage, number of insertions, number of accounts, number of exclusive accounts, 
gains in each of these divisions and in RESULTS. 


vertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio St., Chicago 330 W. 42nd St., New York 
SAN FRANCISCO LOS ANGELES 
Russ Building Garfield Building 


3 
>» 
“ 
‘s 


~ ‘ he é é by eee, le See ? ey es ii iy have’ ‘ | : : ne 
Renita ASS 3 : , : v 
* 
_____________________________, EEE | 
a 
apie 
a ie 
Re 
eit. 
a 
i 
¥ on 
el 
— ae 
a 
C oe. 
sages 
meee — : 
| 
ees 
<a 
aed a 
5 on 
x foal 
tay 
aha 
, ae 
een 
Agee: 
ee 
um ae 
em 
ai ‘ 
Eee A 
be 
Pee. 
Dar) 
age 
. E'S, 
ae 
, Ase | 
| e 2 \ 
: ae | 
: lat ne ar ee | 
a ete ee — 
' an a ———— — = al 
ee oe = " 
ee ; mh 
4 ete ; ‘ 
- Bess ba oe 
. — - x 
a a 
; wee = = 
7 == } 
; ‘ — — ; 
uw. 
—— 
: a a 
: i 
' - —_ Se = 
; -- — = s me 
he ~~? . 
oe 
. ee 
S | ‘ 
x 
I 
“thy 
’ . a 
ee: F 4, i ; i Je : : - , “ : sh : . ee? > . ae en eS 2 oh ee Lee me 
gale * t Be haw: - g a : oan a ‘ oe a ee i So ath : en . {= 29 ee * we 2 ete : 7, ~ a a 4 = : f : c = 
eon i a a nary : w! Gece » angered ik @ oe ee Re - 3 a eg : a ‘ ibe bigs gk si Ae eS x tan Z : 
Poy SR, <a 3 gh Oe o hace, Same: Set te ee ee : aes ~My, oe ae gs . PP eae saa 
i Sah SS 7,7 i a : Aer # ee ee ae fe, SY ae ¢ 5 2. i a re ie Pike as ¢ fo eo ae een Anes eet Tet vee 
rs Be =) ee eet 24 be ie) P “ ‘ cat tath a Seay 4 <4 We Be” eas: Loa ” ass eee Le Fe . Se | aS, a Sait ollie 2 
Nieey ie ea, a aa ae ee fe cli: rash ee fe ese e a ; eee oon 5 fae oul . joe = ; sf? 
oe ae oe ie i" ee Ne fay stn ap PT eget en? ' es” e Mage ae #3 we La . A i z, z i : 4 Rahs — > 
iat =o ee + Es : sg, . et on, ie ins ve a e o> - ™ oe oT | 


; atte 


S 
a 


38 


ADVERTISING AGE 


October 6, 194) 


ee ee x viaence,| LAA Speakers 


has been appointed to direct the 
advertising of Pascoag race track, 


ge, gemutut tock at Puce’ Urge Human 
s 
Touch in Copy 


and direct mail will be used. 
(Continued from Page 1) 


Robert T. Engles, formerly a 
WEAN, Providence, announcer, has 
joined the agency in charge of radio 
production. 
bright day, necessity kicked the 
complacency out of us and the In- 
stitute of Life Insurance came into 
being. That was the day we dis- 
carded our top hat, white tie and 
tails and moved from Broadway 
over to Main street in order to get 
acquainted with Bill and Mary and 
even Butch.” 
A plea for more humanness in 


SEE HOW TO CASH IN 
ON CARRY-OVER 
ADVERTISING 


on P¢. 35 


| writing life insurance advertising 
|copy was made by Julian A. Wat- 
kins, 
Humphrey Company, advertising 
agency of Boston. Speaking before 
the closing day session of the con- 
vention, Mr. Watkins declared that 
the “trouble with a great deal of 
advertising, whether it is for life 
insurance or peanuts, is that it is 
too much like advertising.” 

“Life insurance advertising,” Mr. 
Watkins maintained, “should be 
written only by people who under- 
stand people by writers who 
put into their writing the kind of 
phrases and arguments that make 
friends as well as sales. Give your 
copy man some freedom. Tell him 
to break all the rules. Tell him to 
forget the Camel campaign, the 


|Goodrich campaign, the Buick cam- 


vice-president of the H. B.! 


paign, the Lux campaign. Tell him 
to pull up a chair and sit down with 
somebody he knows and as near as 
possible tell that fellow his story 
in language he will at least under- 
stand.” 

Mr. Watkins quoted from a recent 
address by Raymond Rubicam to 
illustrate his point and reiterated 
Mr. Rubicam’s theory that the “most 
effective advertisements are not 
written about products; they are 
written about people and their re- 
lationship to the product adver- 
tised.” 

“Good copy,” he _ continued, 
“comes out of a man first of all— 
a man who can ride to town with 
a farmer on Saturday night—go to a 
christening or a ball game and learn 


NEWSPAPER VITAMINS 


Since 1795, when by Act cf Parliament, the issue of lime juice became compulsory on every ship of the Royal 
British Navy, the dread disease of scurvy has gradually disappeared. But until very recently, no one kiew ex- 


actly 


why. It was thought that lime juice—the juice of the Spanish lemon—counteracted evils in salt meat, 


that it killed the poison that caused the disease, that it supplied minerals which performed some miracle. 


as a preventive and cure for a century and a half before vitamins were discovered. 


EWSPAPERS starve or prosper by virtue of what we may 

call newspaper vitamins. And the composition of a large 

newspaper in a great city is so complex that the vitamins 
are hard to isolate and hard to analyze. 


‘Take tabloids, for instance. What gives them their amazing vitality, 
vigor, and power? They must have new spaper vitamins in large meas- 
ure, but just what are they? 


The casual observer would maintain that they are the sensationalism, 
triviality and bad taste that are so characteristic of most tabloids. This, 
the Mirror refuses to believe. The Mirror is convinced that the vita- 
mins are to be found in the tabloid convenience, the tabloid pace, the 
tabloid intimacy, and the tabloid’s intelligent use of pictures. These 


things are not inconsistent with the standards of good journalism. 


So, five years ago, the Mirror dared to produce a good new spaper 
in tabloid form. A good newspaper must have a backbone of news, so 
the Mirror became the first New York newspaper (and it is still the 
only New York morning newspaper) to subscribe to all three major 


wire services—Associated Press, United Press, and International News 


now that scurvy is caused by lack of Vitamin C. But we knew and used a rich source of Vitamin C 


Service. It covered all the news. It consistently printed more of the 


Important news items, sometimes with just a passing word or a vivid 


phrase, than any other new spaper. And it made a religion of becoming 


dignity and scrupulous accuracy. It abandoned, definitely and forever, 


the triviality, the sensationalism, and the bad taste that had theretofore 


characterized nearly all tabloids. And it proved conclusively that these 


are not the cause of tabloid power. 


Consider: 214,000 circulation would be a pretty good total circula- 


lation for any new spaper. There are very few new spapers, even in the 


large cities that can boast of more. Yet that is only the gain which the 


Mirror owes to this sound publishing policy. The Mirror is now the 


second largest new spaper in New York, the third largest in the United 


States—approximately 775,000 daily and 1,500,000 Sunday. 


\s you might expect, the Mirror offers the power that invariably 


goes with vigorous growth. But that is not all. The Mirror has the 


right kind of newspaper vitamins. It is a paper that is respected, and 


because of its unvarving accuracy, it is a paper that is believed. And 


every ady ertising man knows that, by some peculiar twist in human 


nature, people who believe a new spaper believe its advertisers. 


The MIRROR-=new york 


FrOoEgenOouweNAL 


BE 


CAUSE 


THE 


NEWSPAPER 


1S GOOD 


something from each—stand n 
Broadway on a hot summer night 
and read the faces of the passersby 
—who knows the odor of printers 
ink in a small town newspaper of- 
fice—who has been to church jp 


{villages and cities—who knows the 


sight of a field with the sun on 
who has seen tears in the wai: ng 
rooms of hospitals, and laug) ter. 
raw and rowdy, in a waterfront )yr- 
lesque—who has seen tendernes:~ jn 
the faces of youth and bewil ‘er. 
ment in the stooped shoulder. of 


|the aged—who can take all ¢ \ese 


things and treat them sensiti: ely 
and honestly and with the hun je- 
ness that shall inherit the eart} 
“When you've found that in. 
you'll find a copywriter. You'll nq 
a man who will write and re-w> ite, 
never quite satisfied, seeking aly ays 
the perfect paragraph. With ‘hat 


|man, you'll work far into many a 


night. Your enthusiasm and in ‘er- 
est in good copy will be reborn ind 
your whole job will be reclo! eq 
in new garments. For then voy 
will have found the rich cupbo: rds 
from which the real food of ad: er- 
tising must be served.” 

Other speakers included Po vel] 
Stamper, sales promotion manager, 
|National Life and Accident Insur- 


ance Company, Nashville, Tern; 
Franklin Amthor, superintend- 
ent of agents’ training, Equitable 
Life Assurance Society of the 
United States; Seneca M. Gamble. 
Massachusetts Mutual Life Insur- 


ance Company, and Holgar J. John- 
son, president, Institute of Life In- 
surance. 

A. Scott Anderson, of Equitable 
Life of Iowa and heretofore a vice- 
president of the association, was 
elected president at the election ses- 
held on opening day. He 
succeeds A. Sumner Davis of Provy- 
ident Mutual. Bart Leiper, man- 
lager of advertising and 
| promotion of the Provident Life and 
Accident Insurance Company, Chat- 


sions 


sales 


|tanooga, Tenn., and_ editor of 
LAA’S' monthly, “Life Adver- 
tiser,’ was elected vice-president 


Harry V. Wade, general manager of 
Standard Life Insurance Company, 
{Indianapolis, was elected treasurer, 
and Jack R. Morris was chosen sec- 
jretary. Powell Stamper was named 
leditor of “Life Advertiser” for the 
l|coming year. 
Convention Awards 
| The following awards were made: 

Awards of excellence, group one 

material for motivation of agents, 
Provident Life and Accident; pros- 
pecting and preapproach material, 
Girard Life, Occidental Life; pres- 
tige and goodwill builders, Girard 
Life, Monarch Life, Presbyterian 
Ministers’ Fund; sales presentation 
material, Republic National, U. § 
Life; publications to agents, Mon- 
arch Life, National Life of Toronto, 
U. S. Life; policyholders relations, 
National Life of Toronto, Monarch 
Life, Sun Life of America; insurance 
journal advertising, Girard Life, 
Provident Life and Accident, Re- 
public National; newspaper adver- 
tising, National Life of Toronto 

In the second group, Bankers 
Life of Nebraska received the award 
for newspaper advertising. 


SPOTCASTING 


BUILDS MORE SALES 
... AT LOWER COST! 


| 


the DEAD SPOTS 


NATIONAL STATION 
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PHOTOGRAPHIC 
REVIEW OF | je ct tl: 


motion for the 1941 Chicago Community Fund Drive, it went to work with a will. Here are preliminary proofs of most of 
the material turned out by the department. (Story on Page 6.) 


MONTGOMERY WARD ADVERTISING DEPARTMENT TURNS TO PHILANTHROPY 


SECS BRE AFOOT FOR ee LADY IN DISTRESS BIDDING GOD SPEED TO LUM AND ABNER 
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Inauguration of the new coast-to-coast NBC series for Miles Laboratories by 
Lum and Abner was the occasion for this gathering of radio and advertising 
executives in Chicago Sept. 29. Seated, left to right, Harry C. Kopf, general 
manager, NBC central division; Norris Goff, who is Abner; O. P. Capelle, sales 
promotion manager, Miles Laboratories; Charles Miles, Jr., Miles Laboratories; 
and E. R. Borroff, sales manager, NBC central division Blue network. Standing, 
left to right, Jules Herbuveaux, program manager, NBC central division; Jeff 
Wade, Wade Advertising Agency; Robert McGee, sales staff, NBC Blue net- 
work; and Chester Lauck, who is Lum. 


Attention-getting agony such as this is 


Scanning copy for the fall newspaper advertising campaign of the General Tire being counted on by the Kabo Corset 

and Rubber Co. are, left to right, Jamie Irvine, D'Arcy Advertising Co.; L. A. Co., Chicago, to draw attention to its 

McQueen, vice-president in charge of sales for General Tire; R. H. Harrington, foundations copy, prepared by Gourfain- TO KEEP THE DOCTOR AWAY 
advertising manager, and Herbert Cooper, D'Arcy. Cobb Advertising Agency, Chicago. 


TIMED AND READY FOR THE KICKOFF 
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Lame . 3 oe en a ee oe 
Liebmann Breweries, Inc., is using the football theme on its 24-sheet posters for Rheingold beer. The design, carried out The Washington State Apple Commission will use this store hanger, in colors, 
in full color, was reproduced from a direct color photograph. Young & Rubicam, New York, designed the poster. It was in its fall campaign. It was produced by the United States Printing & Lithograph 
lithographed by Forbes Lithooraph Co., Boston. Co. from a kodachrome supplied by the agency, J. Walter Thompson Co. 


DESIGNS NEW GARB FOR SUNSHINE PRODUCTS “PICKLE PUSS" CHARACTER RETAINED IN WEST COAST POSTER 


sf a little Beffer 


Ju but what a difference! = 


California Conserving Company is using this 24-sheet poster design, retaining the “pickle puss” character used last year, 
. throughout |! Western states in addition to using newspaper space in black and white and Sunday 1,000-line insertions 
** task of designing new containers for Loose-Wiles Biscuit Company's Sunshine in four colors. Brisacher, Davis & Staff, San Francisco, is the agency. The “pickle puss’ character attained such fame 
oducts has been delegated to Norman Bel Geddes, shown here with the first. in her initial appearance a return engagement was felt mandatory. 
NN 
Y ots s pear ae \ camer oe ae c : oy acd . 
a Ce apes s A, ¥ P Se rs Sing. be 
' + se sai Sh ae % Ste = 
sR oom fhe 


: Ty, op " ~ oe . e . ‘ > a » trxlad. wsihig il b f° Scr ee P . &: 3 Awe belt * eer ea fk & op 7 Mf vn ne i ee = re ae 2 we Ss a ia ro 
'_ WEEK When the Montgomery Ward & Co. retail advertising department took over the job of preparing all advertising and pro- : j 
: ae a: ne ee fo ‘ j Y zi 
‘ " EE A pe ae eRe se ok i: ae eg —“<, 3 4 = es. 
i a i —os AE “age Ls Saas , ae mm ag ee 
- ; V5 : : oa. ie ee i &, ete a st yp , , ’ a he: af ake K 
4 a f ‘ ee - « : io a i. ry & . * ‘ ey) , ; nS es > i ‘ . : ‘ : 
5 : " i £ 2 4 : be eR ; ; WY te a ¢ af * n = i. ; ne : : af : » 
e ve ; + a ole nk Pr ° > “ 5 : ‘oa z * as 7 oe * \ . ; ri . eS | : — a 
a A ) “sg eee Ye 2 a he d ki Ettast Ban3 wa Z 1 Es : ‘ : M ~ a - : — “a Re 7 , i= i { ] } ny e MS pk 
; s oe ‘ of : ‘ - ae ee { Nie " Sy ‘ = — eK: a ' % , ” P | ( 3 ’ . "4 
* : é ‘ Es - t . vt Ae "; oa . wa 5 ) . .' ad a e ge ig 33 ‘3 ; Sins i 4 * : ci a 
‘a ee . ay De age age aga oe RBS: 4 : - aaa ee . P aed era * eres 
; a 2 i tare Re Sis a et ’ Sa a: ‘ : Ss yor roy. < a re 
By in s pas . 4 — 7 mat ' 7, 
f é ie j q “ : ‘ ~ a . . : PY ; , os i 7 
Vea 4 * md ’ ek 3 : cae a by ce “ - a os 
bs J a 8 M4 o mg ’ a a " ‘ <4 % ‘ ’ ' ‘ . soul ie ” : pi aie 
: ™ é A " fl li 4 pe % 2 a. é lop : prey ; hs ia re i. a fs a Ps pi 4 . " t os pe 
: _— 0° » as = , me / os Mi ‘ . a a faa — 
aed 3 . cw | es a —_ q # a , we me ‘ i 
rates > 2 ~~ | . ls sail : a — 
a + SX PY \i . vw a a, | : V4 ° ae 3 
‘ : iy & : és 4 ae Fe Fe 
% inal N, . 4a ; 7 ~ \ - as ae = : - : 
, ee ‘ le . : ’ a % i en _ ee ube 
; ——_ , a # 4 ace i , as 
8 = a mii +4 
: ee i ? 
. — ont 
_ . _ , - > \ ~ c. i " 
- | LUM im 
. > ”: aren aah rein St a aa _ 
4 : Ge we i ~ * pew ‘ y 4 a i 
oe DRY ; , ; pi rds “ais 
a an tg Ru. : Weds: 3 ‘ ‘ i> tes a 
kee ; ‘4 = - _* s le a 
Boe fa ote ve —_— a 
ri : f ; ‘ . Y > re : i a - : k 
| RP teeth am 4° “4 4 ' mate © ae 
sas 7 ONIN r if 
a lt = Ri > Rae ee > =. 
im is ort mcm  * 
a 
wa 
rf —— ‘ a 
4 ~> a a we . ; Ch » 
4 4 . ; “ ey 
f = we — 
a ad * . ) xs = ; 
t ¥ & Y = % es 
4 - 4 — / " ha = Pst :; i * 
aM a. i ‘ y/ 4 
i i ol hee eee —a. CATSUP - PICKLES = QS , 
Shee be = aa ae. , = 
, § > aan ee CONDIMENTS ~~ ;. 4 boi 
A “iz % ~ & hl) 
Ct — ; . - ’ ; ff ae 
, ‘ Pee | 1s 5 ms o. % , ' ; OF 
> ie seu —~ : \ oan - OF a * ft ey ‘ ’ — ad 
“ee a “ns : —~ 2 ne | 
Pa; ae ‘ wh _ 2 a — va 
3a pp, Rix : 7ORS. mam a7 y . “ we ‘+ 'O wel y, 
, a at —" ’ rvA\t 7 =< a ; 
2 ET ~ Se om \\\\ > o™ < , ‘ 
"= AP as a _. 


October 6, 194) 


Anybody might pick up a gun and score one bull’s-eye. 
But the test of a real marksman is the ability to put every shot 


in the precious inner circle. 
The same thing, in our opinion, goes for advertising agencies. 


The true test is not one bull’s-eye, but a consistent pattern of 


expertly aimed, expertly executed shots. 
am 
Young & Rubicam, Inc., ADVERTISING 
NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL: TO 20NTO 
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